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Ineffective distribution. There you 
have the most common cause of busi- 
ness film failure. 

Only when the well-made film is 
seen by the maximum number of 
people it is designed to reach, can it 
be considered fully successful. Make 
sure yours is. Follow the example of 
many of the country’s foremost trade, 
professional and business organiza- 
tions: assign your film’s distribution 
to specialists with the most impres- 
sive distribution record. Use the firm 
that distributes more sponsored films 
than all other distributors combined— 
MODERN TALKING PICTURE SERVICE. 

MODERN’s record as leader in its field 
goes back to 1935. Today, MODERN dis- 


Sales Offices 


nost commo 


cause of 


tributes business films for showings 
before general 16mm audiences, on 
television, and in motion picture thea- 
tres all over the United States and 
Canada. 

Most MODERN clients have the re- 
sources to set up their own film dis- 
tribution departments. Why, then, do 
they use MODERN? They find that 
MODERN does the job more expertly 
and at lower cost than they can do it 
themselves. 

Film promotion, distribution, ship- 
ping and print maintenance are all 
parts of MODERN service. You get peri- 
odic, audited circulation reports and 
analyses of the job done for you. Get 
the facts today; use coupon. 


New York Chicago Detroit Los Angeles Pittsburgh San Francisco 


MODERN 


Talking Picture Service, Inc. 
3 East 54th St., New York 22 


: FREE! Write for The Opportunity for Busi- : 
: ness Sponsored Films. Use the coupon below. : 
: No salesman will call unless you request. : 


: Name 

: Title 
Company 

Street 

City & State 
BS-39 


This advertisement prepared by Lawrence Peskin, Inc. 
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ASK ANY 


CARAVEL CLIENT... 


Allied Stores Corporation 
American Bible Society 
American Can Company 


American Heart Association 
Associated Merchandising Corp. 


Berkshire Knitting Mills 
Bethlehem Steel Company 
Godfrey L. Cabot, Inc. 
Calvert Distillers Company 


Cluett, Peabody & Co., Inc. 


General Fireproofing Co. 
J.C. Penney Co., Inc. 
Royal McBee Corporation 
Socony Mobil Oil Co., Inc. 
Towmotor Corporation 
Towle Manufacturing Co. 


. . and many others 


The Shortest Distance Between 
2 Points Is a STRAIGHT LINE 


There are many ways to bring new sales ideas and product information to the person 
behind the counter. Some are round-about and ineffective, losing force and sales appeal 
at each step. But one sure way is film .. . straight line-direct and economical . . . a 
film that delivers the full force of the idea—that enthusiastically explains the product. 
This is the most effective tool a sales manager can have. 


Caravel has been making straight line films for over a quarter century—films created by 
expert craftsmen to the needs of individual clients in dozens of industries. We invite 
you to view one or more of these films—either in your office or ours—and find out for 
yourself how they were made to deliver the full force of management planning to the 
salesman and the customer. 


CARAVEL FILMS, INC. 


20 West End Ave. (6Oth St.) New York 23, N.Y. Cl 7-6110 


RODUCERS 


F 
PRODUCING BUSINESS FILMS FOR AMERICA’S LEADING ADVERTISERS FOR 37 YEARS 


OF NEW YORK 


| 
: 
| | 
| | 
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¢ 
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Unique... 


Extraordinary 
and 
Versatile 


TRI ART COLOR ART 


BLACK AND WHITE 
MAGNETIC OR OPTICAL 
First Cinemiracle Production: Eastman Color ; SOUND PRINTS 


Negative Processing and Prints by Tri Art. 


@ ... made from your magnetic striped material to 
Si bring you lower production and laboratory costs 
¥ with superior sound quality. 


* Send For Technical Bulletin =6 


TRI 


7 ART \ CORPOR ION 
COLOR (a of Du Ar Labs., Inc.) 


2 
* 


eS) 245 West 55th St., New York 19, N. Y. « PLaza 7-4580 

& 7 IN CANADA: ASSOCIATED SCREEN INDUSTRIES, Lid. « 2000 Northcliff Avenue, Montreal, Canada 
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Dropped part of our name— 


none of our quality. 


Wilding Picture Productions, Inc., just 
doesn’t describe our business anymore. 
We have pioneered in and developed a 
totally new concept of service to business 


and industry. We call it. . 


Communications For Business 


It means much more than producing 
motion pictures. In fact, we specialize 
in communications tools of all kinds, so 


a change in our name was a must. 


Effective immediately then our name 


changes to. . 


WILDING"<« 


CHICAGO NEW YORK DETROIT PITTSBURGH 


CLEVELAND = CINCINNATI HOLLYWOOD — TWIN CITIES 


Communications For Business 
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FREE BOOKLET! Write today and see how Viewlex 


“Salestalk” can bring dynamic controlled sales- 
manship to your business. 


SHOWS! 


TELLS! 


Nome 


Company Nome 


Position 


Address 


SELLS! 


“SALESTALK” 
Unit Adds Controlied Showmanship to 
Your Sales and Profits AUTOMATICALLY! 


@ Attache Case convenience and portability! 
@ It's the perfect audio-visual presentation in a package! 


Now Viewlex applies a PROVEN, SOUND-SIGHT principle 
to INCREASED BUSINESS! The new Viewlex “SALESTALK” 
SOUND-SLIDE unit is your own complete “presentation in 
an attache case.” It's like having a “Showroom-at-your-fingertips.” 
Your product or service story is told and sold with exactly the same 
perfection and energetic enthusiasm from the first A.M. appointment 
to the last call of the day! 

So light .. . so compact . . . so simple to operate. Sets up in seconds! 
The ultimate in full-powered salesmanship. Through the power of. 
dramatic animation, drawings, charts, documentary photographs, 
etc. .. . in color or black and white . . . your products or services take 
on a new added dimension of importance! They're ALWAYS pre- 
sented in the EXACT same way your management team wants it to 
... through the controlled sight and sound message of the Salestalk. 


Overall Size: 11” x 17” x 5” Weight: 14 Ibs. 

Projector: 150 Watts. Filmstrip. 

Record Player: 4 speed. Takes up to 12” records. 
Price: $9950 complete 


Other Viewtalk Sound-Slide Units from $139.50 to $224.50 


i@w ile x... 35-15 Queens Bivd, Long Island City N. Y. 


The National Safety Film Awards 


IGHEST Honors in the field of 

visual safety education were 
accorded this month to five motion 
pictures by the National Commit- 
tee on Films for Safety, represent- 
ing the nation’s top safety organi- 
zations. 

Following its 16th Annual 
Awards screening session in Wash- 
ington, the Committee announced 
five winners of the coveted bronze 
Plaque Awards. In addition, 11 
motion pictures and sound slide- 
films and two TV spot programs 
were given Award of Merit cer- 
tificates for their contribution to 
safety education in 1958. Plaques 
will be presented at the 1959 Na- 
tional Safety Congress. 

In the General classification, the 
first plaque award went to the film 
Lucky You, sponsored by the 
Coca-Cola Company and produc- 
ed by The Jam Handy Organiza- 
tion, Inc. 

Also in the General category, a 
film co-sponsored by the Ameri- 
can National Red Cross and the 
Metropolitan Life Insurance Co. 
was a Plaque winner. The pro- 
ducer of Teaching Johnny to Swim 
was the Institute of Visual Train- 
ing, Inc. 

In the field of Traffic Safety, 
Your School Safety Patrol, spon- 
sored by the AAA Foundation for 
Traffic Safety, won a _ Plaque 
Award. It was produced by the 
Calvin Company. 

Another Traffic & Transporta- 
tion Safety Plaque winner was The 
Broken Doll, produced for the 
Canadian Dept. of the Attorney 
General, Toronto, by Chetwynd 
Films. 

Final Plaque Award went to an 
Occupational Safety film, Your 
Richest Gift, sponsored and pro- 
duced by the Owens-Illinois Glass 
Co. 

The motion picture, Give a Man 
a Car He Can Drive, won an Award 
of Merit for its sponsor, the Rich- 
field Oil Corp. John Sutherland 
Productions was the producer. It 
was in the Traffic category. 

Also an Award of Merit win- 
ner in the Traffic group was a 
sound slidefilm, Seven-Tenths of a 
Second, sponsored and produced 


by the American Telephone & 
Telegraph Co. 

Another AT&T subject, the mo- 
tion picture Charley's Haunt was 
accorded an Award of Merit in the 
General group. Jerry Fairbanks 
Productions was the producer for 
AT&T. 

In this same General category, 
Accidents Just Don’t Happen, a 
motion picture produced by Cre- 
ative Art Studios for the Accident 
Prevention Program, U. S. Public 
Health Service won an Award of 
Merit. 

Boats, Motors and People, a 
16mm film produced for Johnson 
Motors by National Film Studios 
won an Award of Merit in the 
General Group as did Rescue 
Breathing, a recent 16mm film 
written by Lewis and Marguerite 
Herman and produced by Ameri- 
can Film Producers. 

Award of Merit certificates 
among Occupational Safety films 
were shared by The Case of the 
Cluttered Corner, produced by Cal 
Dunn Studios for the National 
Safety Council and by the New 
Zealand Film Unit, which produc- 
ed We Lead the World for the 
Dept. of Informational Services, 
Wellington, New Zealand. 

In the Occupational Class, the 
sound slidefilm, Respect, produced 
and sponsored by the Phillips Pe- 
troleum Co. received an Award of 
Merit. One additional motion 
picture, Fire in Town, produced 
by Canada’s National Film Board 
for the Dominion Fire Commis- 
sioner, Dept. of Public Works, Ot- 
tawa, received an Award of Merit 
in the Home Safety classification. 

Final 1958 production award 
went to two television commercials, 
80,000 Torn Tickets to Life and 
Railroad Crossing Safety, both 
produced for the Ohio Depart- 
ment of Highway Safety. 

The David S. Beyer Trophy, 
sponsored by the Liberty Mutual 
Insurance Company for the best 
theatrical production on highway 
traffic safety was not awarded this 
year in the absence of a suitable 
candidate. There were no other 
theatrical awards made in the 16th 
contest. 
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CASE HISTORY 


NUMBER 


SUCCESSFUL BUSINESS FILM 


CONSUMER 


* “THE LITTLEST GIANT” 


An Animated Motion Picture in Technicelor 
Written and Produced for the NATIONAL CONSUMER FINANCE ASSOCIATION 
Chris Award, Columbus Film Festival — 1957 


14,097 NON-THEATRICAL SHOWINGS — AUDIENCE: 1,500,000 
DISTRIBUTED TO OVER 100 T.V. STATIONS FOR PUBLIC SERVICE USE 


John Sutherland Productions, Inc. 


LOS ANGELES NEW YORK 
201 North Occidental Boulevard 136 East 55th Street 
Los Angeles 26, California DUnkirk 8-5121 New York 22, New York Plaza 5-1875 
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providing higher quality 


Re-recording Theatre with 
eight-channel mixing 
console — sliding faders, 
graphic equalizers, effects 
filters, high fidelity theatre 
monitoring. 


sound on film at lower cost 


in less time... 


Projection Booth with l6mm and 
35mm projection into each studio, 
interlocked for forward and reverse. 


Machine Room with facilities for 

=p optical or magnetic dubbing and 

recording on l6mm, 1744mm, 35mm 
and '4-inch syne tape. 


Two Narration Studios with 


1 Transfer Room for rapid transfer looping facilities for post-dubbing, 
- of sound from any medium to two-position mixers, equalizers and 
nf l6mm variable area optical track — high fidelity monitoring. 


negative or direct positive. No 
royalty charges. 


The Finest and Most Complete 
Westtex Commercial Sound Recording 
‘ System in the Country! 


For full information and ro n 
iY price list write, phone or wire y motion puctures 


1226 Wisconsin Ave., N.W., Washington 7, D.C. | FEderal 3-4000 
1226 East Colonial Drive, Orlando, Florida | CHerry 1-4161 


PROVIDING EVERY EDITORIAL AND PROCESSING FACILITY FOR 16MM FILM PRODUCERS 
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“NeW BESELER KALVAR SLIDE-O-FIIM 
BUSINESS AND INpusTRY 


2 Side of gph and 
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NEW “WONDER FILM” for business and industry 
eeemakes projection positives from negatives... 
negatives from color slides, in minutes... 
without darkroom or chemicals 


Beseler Slide-O-Film . . . exposed by light and developed 
by heat, is a revolutionary new photographic tool for 
high-speed production of positive transparencies from 
negatives and negatives from color transparencies with- 
out the use of chemicals or darkroom ... at 4% your 
present costs. New Slide-O-Film is simple to use... a 
physical system of photography — recently made avail- 
able for civilian use after 10 years of development and 
use by government agencies — does away with darkroom 
and chemical procedures. Simply place the original 
transparency or negative, (emulsion to emulsion) 
against a piece of Slide-O-Film ... expose in an 


For complete information address your inquiries to: 


CHARLES BESELER COMPANY 


228 South 18th Street East Orange, New Jersey 


ordinary projector . . . subject the exposed film to a 
heat source, and final development is complete. 

Business, sales and industrial applications . . . new uses 
for Slide-O-Film . . . are developed daily. The Slide-O- 
Film Research and Education Department, established 
by the Charles Beseler Company, is ready to inform 
you of all developments applicable to your company’s 
operations . . . to consult with you and examine specific 
applications of Slide-O-Film to your problems and 


4 
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Lewis to Head New Industry 
Program Division for Niles 
* Fred Niles, president of the 
Chicago-Hollywood film company 
bearing his name has announced 
the organization of an “Industry 
Program Division” which will serve 
industries “direct with customized, 
specific-purpose communications 
programs.” 

Niles said that he is using the 
term “industry programs” rather 
“industrial films.” 

“The term ‘industrial film’ was 
created in pre-TV times as an um- 
brella covering all films produced 
by a manufacturer, regardless of 
the film’s specific purpose and its 


| intended audience,” Niles said. 


“That term is no longer valid. 
Modern business is complex. Stiff 
competition, rapid technological 


_ developments and re-evaluation of 


internal policies call for specific 
communications programs. The 
one ‘industrial film’ can’t serve all 
the purposes a film is required to 
accomplish. These individual pro- 
grams, which we have been pro- 
ducing, must be done with alacrity 
and concentration on the approach 
which best moves people to the 
desired action.” 

Niles also announced the ap- 
pointment of Herschell G. Lewis 
as vice president in charge of the 
Industry Program Division. Lewis 
was president of Lewis & Martin 
Films of Chicago, which he helped 
organize in 1952. » 


Floyd D. Parker 


McClure Projectors, Inc. 
Appoints Parker General Mgr. 
vy Floyd D. Parker, former con- 
troller of Brock & Rankin, has been 
named general manager of Mc- 
Clure Projectors, Inc., manufac- 
turer of nationally-distributed 
sound slidefilm equipment. 

Mr. Parker, a Business Admin- 
istration graduate of Northwestern 
University, will headquarter at the 
1122 Central Avenue, Wilmette, 
Ill., offices of McClure. ag 
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Brutes 
Molarcs 
Teners 
Seniors 
Juniors 
Cones 
ColorTrans 
Masterbeams 
pulic Stands 
Scoops 
Cables 
Boxes 
Dimmers 


Century Stands 

Flags 
Scrims 
Dollies 


Reflectors 
Parallels 
p Booms 


(Y) & DC Generator 
£660, 1000, 700, 300, 200 DC 
a eV) 100, 50, 30, 20 Amp. AC 


RENTALS 


SALES SERVICE 


. Send for a schedule of rental rates. 


INC. 
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Colorado U. Offers Graduate 
oO. Training in A-V Techniques 
ve The College of Education and 
the Bureau of Audio-Visual In- 


struction of the University of Col- 
orado’s Extension Division have 
recently announced the offering of 
an internship program for graduate 
_ students in Audio-Visual Methods 
16mm Color Prints 


and Techniques. 

Any doctorial candidate who has 
been accepted for an advanced de- 
gree by the Graduate School is 
eligible for consideration. All in- 
ternships are granted jointly by the 
Dean of the College of Education 
and the Dean of the Extension 
Division. 

The training program includes 
course work, work experience, and 
guided teaching, and also provides 
financial assistance. The work ex- 
perience phase will include on-the- 
job training in the problems of 
audio-visual administration. 

Interns who complete the pro- 
gram along with their other aca- 
demic work are eligible for an 
Ed.D. or Ph.D. degree with a 
minor in audio-visual education. 
Additional information may be ob- 
tained from Dr. Robert E. deKief- 
fer, College of Education, Univer- 
sity of Colorado, Boulder. a 


* * 


Films Study Course Added 

To Columbia U. Curriculum 
16mm Color Printing is your guarantee of Finest Quality 16mm Color 
casting arts, leading to the degree 
of Master of Fine Arts, has been 
inaugurated by Columbia Univer- 
sity in its Spring 1959 term. 

. Open to a limited number of 
why Color Reproduction Company has earned a reputation for guaranteed students, the curriculum is part of 
the Program in the Arts, admin- 
istered by a committee headed by 
quality which is the Standard of the 16mm Motion Picture Industry. Send Eric Bentley, professor of dra- 
matic literature. Inquiries on the 
program may be addressed to Prof. 
Bentley at Columbia University, 
New York 27. 1g 


* * 


Color Reproduction Company’s over 20 years of specializing exclusively in 


Prints, and faster, dependable service. Specialists do the finest work. That’s 


your 16mm Color Print orders to Color Reproduction Company! 


Animation, Inc. in New Plant 
ve Animation, Inc., creators of 
animated tv commercials and fea- 
ture film specialties, has moved to 
its own $100,000 facility at 736 
North Seward St., Hollywood, 
Calif. 
The new plant, which contains 
‘ ; = 4,500 sq. ft. of floor area, provides 
a studio for photography, two stu- 
dios for animation artists, an edit- 
REPRODUCTION COMPANY 
offices. 
Earl Klein is president of the 


| fi , which designed th il 
7936 Santa Monica Bivd., Hollywood 46, California thund the World in 80 Divs 


The company’s 20-man staff is 


Tel ephone: OLdfield 4-80 10 under the direction of Chris ~. 


sen, Jr., general manager. 
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Medical motion pictures have grown-up. The layman sees 
only a very few of the many screened for physicians, sur- 
ig geons and hospital staffs. All of them, nowadays, are de- 
t signed to bring new and vital information to the greatest 
F number of professional people in the shortest possible 
time. Medical motion pictures are helping to save lives. 
But remember: Doctors are the toughest audience a motion 
picture can face. Some of us are bug-hunters. Doctors are 


; lint pickers, bless them. 


CENTER 


Frank K. Speidell, President 
Vice-President, Sales: TJ. H. Westermann 


Producer-Directors: L. S. Bennetts 
Alexander Gansell 


Herman Roessle, Vice President 


Among our clients: 


Atomic Energy Commission 


American Bosch Arma Corp. 


American Machine 
& Foundry Co. 


American Telephone 


& Telegraph Co. 
Babcock & Wilcox Co. 


E. I. duPont de Nemours 
& Co., Ine. 


Ethyl Corporation 
The Gillette Company 
McGraw-Hill Book Co. 


H. E. Mandell 
Harold R. Lipman 


—and many, many others 


PUBLIC RELATIONS - EDUCATIONAL: TECHNICAL: TRAINING - FARM... and 


National Board of Fire 
Underwriters 


National Cancer Institute 
National Cotton Council 
Port of New York Authority 
Schering Corp. 

E. R. Squibb & Sons Div. 
The Texas Company 

Union Carbide Corp. 

U.S. Navy 

Western Electric Co. 


Westinghouse Electric Corp. 


630 NINTH AVENUE YOR 


TELEPHONE Plaza 7-0760 


P. J. Mooney, Secretary & Treasurer 


Earl Peirce 
Erwin Schart 
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DARTNELL PRESENTS 


BORDEN 
and 
BUSSE 


In Four Outstanding Motion 
Pictures to Help Salesmen 
“ Get Back to Fundamentals 


OPENING THE SALE 


“Hf there is any weakness worse 
than the inability to close a sale, 
it’s the inability to begin.” Here 
Gre five tested techniques any 
salesman can use to ease his 
way to the order. 


PRESENTING YOUR SALES 
GASE, CONVINCINGLY 


The salesmon's ability to sell 
with conviction largely deter- 
mines his ratio of orders to calls. 
This film demonstrates the skills 
which sales champions use to 
convince skeptics. 


OVERCOMING OBJECTIONS 

A prize-winning film which shows 
salesmen how to change objec- 
tion stumbling blocks into sales 
sleppingstones. Six basic tech- 
niques are demonstrated. 


CLOSING THE SALE 


Teo often, when the time comes 
to close a sale—something goes 
wrong. This film demonstrotes 
five fundamentals of closing to 
help any salesman reduce his 
percentage of “almost closed” 
sales. 


These films have worked for 
th ds of pani in all 
lines of business. Any one of 
them can be the highlight of 
your next sales meeting or dealer 
meeting. 


For details on preview arrange- 
ments, rental fees, purchase 
- price, ask for the Directory of- 
fered below. There's no charge 
and no one will call. 


Videotape 


Ampex Unveils Videotape 
Cruiser at NAB Convention 
vy The Ampex Videotape Cruiser, 
a completely mobile, self-con- 
tained TV programming and re- 
cording unit, was demonstrated 
last month at the National Asso- 


| ciation of Broadcasters’ conven- 


tion in Chicago. 

The custom-built vehicle, a 
product of the Ampex Corp. of 
Redwood City, California, houses 
the Ampex VR-1000 Videotape 
recorder, complete audio and video 
monitoring and master control 
equipment, and two image orthi- 


con cameras. 


Ampex pointed out that the 
Cruiser’s camera mounted atop the 
bus, can focus on scenery, news- 
making events, or on anything of 
interest which comes in range. 
Within a matter of seconds, by the 
use of Videotape, the material pro- 
grammed by the camera is ready 
for use by a station. 

When not required for field use, 
the Cruiser may be parked outside 
a studio or a laboratory connected 
to a line power source and used 
for interior recording purposes. 

The Cruiser had been on a three 
month demonstration tour of tele- 
vision stations and: military and 
educational institutions throughout 
the United States. We 

+ * * 

RCA Introduces TV Tape 
Recorder at Chicago Show 

vy The Radio Corporation of 
America has introduced what it 
described as a “highly advanced” 
television tape recorder for color 
or black-and-white broadcasting at 


: 


New Videotape studio on wheels 
carries own power generator. 


the recent NAB convention in Chi- 
cago. 

The production model of the 
RCA recorder provides “virtually 
fool-proof cueing” to simplify the 
handling of TV tape material 
ranging from the ninety-minute 
spectacular to a ten-second com- 
mercial. 

Color Conversion “Simple” 

According to RCA, the broad- 
caster can start black-and-white 
tape programming with the basic 
RCA recorder and include color 
at any time by the simple addition 
of a single “stand-up” cabinet of 
equipment. No modification of the 
original machine is necessary. 

The recorder permits precise 
adjustment of the recording and 
playback heads, whether the ma- 
chine is on the air or standing 
idle. The result is two-fold—the 
production of uniform or com- 
patible tapes and marked improve- 
ment in playback of tapes from 
other recorders. 


Below: Ampex Videotape cruiser has VR-1000 recorder (shock-mounted, 
center left), TV camera chains and self-contained power source. 


PARTHENON PICTURES 


HOLLYWOOD 


A SHORT-SHORT STORY 
WITH A HAPPY ENDING 


¥% On February 22 Bill Maxwell 
and Harold Claus of International 
Harvester and Cap Palmer of Par- 
thenon Pictures holed up at Palm 
Springs to lay out a picture. 


Purpose, to announce a new line 
of I-H trucks at 47 simultaneous 
Dealer Meetings around the coun- 
try. 

The picture would run about 50 
minutes. With 5 major segments— 
syne dialogue on the Sales Execs 
in Chicago; documentary on the 
new trucks in action at Phoenix 
Proving Ground; a “motion slide- 
film” on the new Sales Features; 
ditto on the Promotion and Adver- 
tising plans, incorporated in a 
Salesman - Dealer comedy sketch 
featuring Hollywood Names. 


Now for the deadfall. Because 
of the strike, I-H would have to 
hold their meetings the week of 
April 6. So backtiming for ship- 
ping and printing, Parthenon must 
dub by March 16th, 23 days... 
and nothing even written at this 
point. 


Well, thanks to some able pros, 
including Claus’ crack I-H crew 
and our new Chicago-Unit men, 
Maxwell was able to write us— 
on March 31—“. . . appreciate the 
cooperation that made this remark- 
able film possible in an incredibly 
short time.” 


Parthenon does not solicit, to 
put it mildly, rush-deadline pic- 
tures, because an essential ingred- 
ient of a good film is time. But 
when one of our client family finds 
his tail in a crack, the Parthenon 
family of key pros will move down 
to the studio and throw away their 
sleeping schedules until the picture 
gets dubbed and the prints in 


AAS a 16-Page Illustrated 


transit. 

DIRECTORY 

. Petrol. t., eee 

4 nec t enerai, onvair, on, 
TRAINING 
= FILMS Harvester . . . Kaiser Aluminum, 
ae - | Nat'l Piano Mfrs., Socony Mobil, 
a ; WRITE FOR IT TODAY! Western Electric . . . and others. 


THE DARTNELL corr. 


1801 LELAND AVENUE 
ey) CHICAGO 40, ILLINOIS 


PARTHENON PICTURES 


Charles Palmer, Executive Producer 


“HEADQUARTERS FOR SALES TRAINING FILMS” | | 2625 Temple St. ° Hollywood 26 
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3 5 The Mitchell camera, by virtue of its 
gxact pin registration during film ex- 

- posure, allows these data to be deter- 
mined to a reasonably high degree of 
accuracy through the use of film assess- 
ing equipment built to take advantage 
of this feature: 


DIRECTION 


oO 
Motion 
oO ( oO 


cG 


Yaw —Side-to-side motion of missile. 


O 


DIRECTION 
OF 


MOTION 


OFFICIAL U.S. NAVY PHOTOGRAPHS 


Mitchell Camera installation for radar tracking studies, Pitch—Up-and-down motion of missile. 


SUPPLY VARIED DATA ROCKETS 


AND MISSILES DEVELOPMENT 
Exact Pin Registration 


r Miss Distance—Gap between missile 
During Film Exposure and target at point of interception, 


, Flight Time—A series of lines on film; 


Dood 


¢ Event Time to 1 Millisecond 


Data dial instrumentation by Mitchell camera. 


Extensive testing instruments incorpo- of several cameras covering a test... 


rating Mitchell 16mm, 35mm and 70mm 
cameras provide key data at the U.S. 
Naval Ordnance Test Station at China 
Lake, Calif., one of the primary weapon 
development centers of the Navy’s 
Bureau of Ordnance. 


Fifty Mitchell 35mm cameras are used 
on radars, tracking camera mounts and 
fixed tripods to record missile and rocket 
development. Camera motors allow syn- 
chronous as well as in-phase operation 


CORPORATION 


666 WEST HARVARD STREET 
GLENDALE 4.CALIFORNIA 


Cable Address: ‘‘MITCAMCO”’ 


important in film assessing. Eight 16mm 
Mitchell cameras are used for pictorial 
coverage of tests. 


One metric photographic group shoots 
as much as 20,000 feet of 35mm film in 
one day. Other Mitchell cameras record 
underwater, engineering and aviation 
tests at this ordnance center. 


For information on Mitchell cameras, 
write describing your requirements. 


85% Of Professional Motion 
Pictures Shown Throughout The World 
rie Are Filmed With Mitchell Cameras 


_ timed to accuracy of 1 millisecond. 


we. 
oO 

Ci) 


Position Data—Target location with 


azimuth and elevation readings. 


STF 


bood 


actions during test. 


Pictorial Record—Record of all visible 


oO 


o000 


Separation Data—High-speed separa- 


tion actions for detailed study. 
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THE INDEX OF SPONSORED FILMS 


vx This reader's reference guide covers motion picture and slidefilm 
programs reviewed in Volume Nineteen of BuUsINESS SCREEN. The 
issue number and page on which a case history or feature article 
appeared are shown for each sponsor and film title below. Sound 


slide films are indicated by “ssf” following title. 


SPONSOR 


Allis-Chalmers Mfg. Company 
American College of Pathologists 


American Express Co. 

American Hospital Assn. 

American Institute of Men's 
and Boys’ Wear 

American League 

American Management Assn. 

American Medical Assn. 


American Physical Therapy Assn. 

American Red Cross 

American Society of Clinical 
Pathologists 

American Society of Medical 
Technologists 

American Standard 

American Telephone and 
Telegraph Co. 


Architectural Forum 
Armour & Co. 


Asbestos Cement Producers Assn. 

Associated Bulb Growers of 
Holland 

Association of Better Business 
Bureaus 

Association of Playing Cards 
Manufacturers 

Athletic Institute 


Baltimore and Ohio Railroad 
Bell System 


Better Heating ‘ooling Bureau 
Borg-Warner Corp. 
Burlington Railroad 


California Oil Company 
California Redwood Assn. 


Canadian Restaurant Assn. 
Carrier Corporation 

Catholic Archdiocese, Chicago 
Certainteed Products Corp. 
Champion Paper & Fiber Co. 


Chemstrand Corp. 
Chevrolet Division, 
General Motors 
Cluett, Peabody & Co., Inc. 
Colorado State Dept. of 
Public Health 
Committee for Modern Courts 
Corning Glass Works 
Credit Union National Assn. 
Creole Petroleum Corp, 


Dartnell Corporation 


Dow Corning Corporation 
Dow Chemical Co. 


DuKane Corp. 
Dun and Bradstreet, Inc. 
Dun’s Review & Modern Industry 


E. Ll. du Pont de Nemours, Inc. 


Eastman Chemical Products 
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FILM TITLES 


Power From Uranium 

The Human Cell and The 
Cyto-T echnologist 

Careless Cash 

Helping Hands for Julie 


The Cut of Your Jib 

1958 World Series 

Product Pioneering Kit, ssf 

Whitehall 4-1500 

Helping Hands for Julie 

The Return 

Disaster and You 

The Human Cell and the 
Cyto-T echnologist 

The Human Cell and the 
Cyto-Technologist 

Package for Peggy 

Sounds Familiar 

Four Steps to Sales 

Floor Show 

The Voice of Your Business 

The New Age of Architecture 

We All Have a Steak in 
Meat Type Hogs, ssf 

The Man From Missouri 


The Miracle of the Bulb 


The Better Business Bureau Story 
It’s All in the Cards 


Youth Fitness 
Otto Nobetter and the Railroad Gang 
Unchained Goddess 
No One Answer 
Gateways to the Mind 
You Lucky Earth People 
Everybody Knows 
Mr. Dodds Goes to Colorado 
Operation Big Change 
The Forever Living Forests 
Space for Learning 
The Order of Good Cheer 
Industrial Compressors of Tomorrow 
Twenty Four Hours 
An End to Color Confusion 
Production 5118 
1104 Sutton Road 
Deep Roots 
Good Business 
Paper Work 
Fibers and Civilization 
Career Calling 
American Look 
Counter Points 


Colorado Cares 
Equal Justice for All 
The Nature of Glass 
A Penny Saved 
Curioseando en los Llanos 
Venezolanos 
Solid Gold Hours 
Human Relations in Selling 
You and the Silicones 
A Bill of Particulars 
The Enemy Underground 
The Fliptop Story, ssf 
Small Business, U.S.A. 
Problems and Opportunities, ssf 


Automatic Wash & Wear Fashions, ssf 


Right in the Rinse 
Half-Second Butyrate 


Issue No. 


— 


— 


Nw 


SPONSOR 


Esso Research and Engineering Co. 


Exide Div., Electric Storage 
Battery Company 


Ford Motor Company 

Ford Motor Company, (Australia) 

Foster Parents’ Plan, Inc. 

French Handbag & Leather 
Goods Industry 

Fritzsche Brothers, Inc. 


General Telephone Corp. 
Gillette Safety Razor Co. 
Girl Scouts of America 
Glenn L. Martin 

Glynn Johnson Corp. 

Good Humor Corporation 
Goodyear Tire & Rubber Co. 
Gordon’s Dry Gin Co. 
Greater North Dakota Assn. 
Greater New York Fund 
Gulf Oil Corp. 

Great Northern Railroad 


Harding Carpets Ltd. 

Hobby Industry Assn. of America 
Holiday Magazine 

Homelight Div., Textron Co. 


Ideal Toy Corp. 
Illinois Bell Telephone Co. 
Illinois Central Railroad 


Illinois State Tollway 

Industrial Accident Prevention 
Associations 

Institute of Public Information 

International Brotherhood of 
Electrical Workers 

International Harvester 

Investment Bankers Assn. 


Kansas City Chamber of Commerce 


Kansans For the Right to Work 
The Koehring Company 
Koppers Company. Inc. 
Kiekhafer Corp. 
Kimberly-Clark Corp. 


Langley Corp. 
Lions International 
Life Magazine 


Maine Department of Agriculture 
Manufacturers Trust Co. 
McCalls 

Medical Plastics Laboratory 
William S. Merrel Co. 

Minnesota Mining & Mfg. Co. 


Monroe Auto Equipment 
Montana Aeronautics Commission 
Morton Salt Company 

Monsanto Chemical Company 


National Assn. for Mental Health 

National Assn. of Men’s Apparel 
Clubs 

National Board of Fire 
Underwriters 

National Bureau of Standards 


National Cotton Council 

National Dairy Council 

National Council of Churches 

National League of Prof. 
Baseball Clubs 

National Machine Tool Builders 

National Wholesale Druggists 
Assn. 

New York Central System 


N.Y. Stock Exchange 

Newport News Shipbuilding and 
Dry Dock Company 

Northern Consolidated Airlines 

Northwest Orient Airlines 


FILM TITLES Issue No. Page 


Rubber From Oil 2 30 
Facts About Storage Batteries 2 52 
An Equation for Progress 8 51 
The Difference That Counts 1 70 
Francesca 1 72 
Behind the Label 2 33 
Essential Oils of Africa 3 34 
The Marvel at Your Fingertip, ssf 2 50 
Fitness for Leadership 7 39 
You're It 7 16 
The Missile Man 2 39 
The Need for Door Control 2 51 
The Friendly Man 3 52 
Goodyear on the March 3 32 
The Gordon Story 2 50 
North Dakota ... The Changing Picture 7 56 
Any Given Minute 4 52 
The Constant Quest 2 50 
Empire on Parade 4 40 
Glacier National Park 4 40 
Canada’s Carpet Craftsmen 3 52 
Time Out For a Hobby 3 63 
Holiday Kaleidoscope 3 45 
Chain Saw Safety Pays Off 2 38 
Chain Saws Pay Off 
— 
Lucky Bernard 3 52 
Illinois Holiday 5 49 
Block Signal, CTC and 
Interlocking Rules 7 40 
Tollroad 1 70 
Punch Press Guarding 3 54 
To Your Very Good Health 6 39 
Operation Brotherhood 2 29 
Collector's Item 7 32 
The Richest Man in Babylon 8 54 
Sound of a Million 8 55 
Showdown! 4 43 
This is Koehring 3 46 
The Sound of Power 7 48 
Over the Rainbows 8 56 
Texoprint 2 61 
Fishing Holiday 1 172 
Whither Thou Goest 4 4 
To Your Good Health, ssf 4 50 
Maine Barbecue 2 
The Inside Story 1 
Are You This Man 2 
The Wizards of Os 5 
Medicine and the Law 2 
A Touch of Magic 1 
Two Billion Rolls 2 
Dust Off Your Goggles 2 
Montana and the Sky 3 
White Wonder 6 
Conquest No. 1 1 
The Key 4 


The Cut of Your Jib 


w 


Disaster File-Hurricane Audrey 

Understanding the Physical 
World Through Measurement 

Cotton, Nature’s Wonder Fiber 

Visa to Dairyland, U.S.A. 

The Long Stride 


1958 World Series 
One Hoe for Makwanga 


To Your Good Health, ssf 
The Big Train 

Freight By Flexi-Van 

The Big Board 


Always Good Ships 
Over The Rainbows 
Over The Rainbows 


(Concluded on Following Page Sixteen) 
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PORTRAIT 
YOUR 
STRONGEST 

LINK! 


This dedicated chap is your 
own private genie, the 
sales-service representative 
assigned by General to cover 
the processing and handling 
of your film. He works for us 
but answers to you! 


Whether it’s technical data, 
production progress, job 
deadlines or prices about 
which you inquire, vou need - 
deal with only one person; 
we call him your account 
supervisor. His job is the 
linking of General's 
incomparable production 
facilities to your 
particular processing needs. 


We're understandably proud 

of this unique service to 

our customers, and add it to 

an already imposing list of other 
outstanding “firsts,” “bests,” 
and “only-at-Genere'-Film.” 


Whatever type of film you 
produce, be it educational 
industrial, religious, 
governmental, etc., our 
background of experience 
is available to you; 

a letter or call will put 
us at your service. 


GENERAL 


FILM LABORATORIES CORP. 
1546 ARGYLE, HOLLYWOOD 26, CALIF., HO 2-6171 


NUMBER 2 + VOLUME 20 «+ 1959 


: 


COMPANY POLICIES 
ARE MORE THAN 
WORDS 


if they are going to be effective, 
your supervisors have to imple- 
ment them with a human touch. 


Develop this in your supervisors 
by showing them proved methods 
of explaining, and gaining ac- 
ceptance for, company policies. 


Show them these methods with: 
“INTERPRETING 
COMPANY POLICIES” 


part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB” 


@ “THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT" 


“INDUCTION AND 
JOB INSTRUCTION” 


@ “HANDLING 
GRIEVANCES” 


@ “MAINTAINING 
DISCIPLINE” 


@ “PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY" 


@ “PROMOTING 
COOPERATION” 


Write for Details on 
Obtaining a Preview 


rocket Pictures 


INC. 
6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 


THE INDEX OF SPONSORED FILMS: 


SPONSOR 


Ohio Oil Company 
Ontario Dept. of Mines 
Osmose Wood Preserving Co. 


Pan American World Airways 
Pennzoil Div., South Penn Oil 


Perfection Steel Body Co. 
Port of New York Authority 
The Presbyterian Church, U.S.A, 


Remington-Rand 

Riken Optical Industries 
Republic Aviation Corp. 
Reynolds Metals Company 
Rock City Gardens 


Saturday Evening Post 
The Seeing Eye, Inc. 
Shell Oil Company 
Simpson Redwood Co. 
Southwestern Bell 

E. R. Squibb & Sons 


Standard Pressed Steel Co. 
Swissair 


Tennessee Valley Authority 
The Texas Company 


Theodore Roosevelt Centennial 
Commission 


Thomas J. Lipton, Ine. 


United Air Lines 
United Auto Workers 
United Fruit Company 
Union Carbide Corp. 


Union Pacific Railroad 
Union Shoe Machinery Corp. 
U.S. Air Force 

U.S. Bureau of Reclamation 
U.S. Dept. of Commerce 

U.S Information Agency 


U.S. Navy 


U.S. Office of Education 


U.S. Social Security Administration 


United States Steel Corp. 


United States Golf Assn. 
Volkswagen of America 


West Virginia Pulp & Paper Co. 
Western Golf Assn. 

Western Electric 

Wool Bureau, Inc. 


FILM TITLES Issue No. Page 
You Decide 2 49 
The Big Z 6 50 
The Wonder Wood 3 52 
Island Under the Wind 7 34 
Power and Pennzoil, ssf 3 53 
Pumping More Profits, ssf 3 53 
You Can Sell Truck Equipment, ssf 2 52 
Metropolis in Motion 7 38 
Face of the South 3 35 
This Is Flexoprint 2 49 
Let’s Take Pictures 2 55 
Flight Plan for Your Future, ssf 4 50 
A Mile to El Dorado 6 17 
The Eighth Wonder 2 52 
— 
Showdown at Ulcer Gulch 8 55 
Room for Recovery 4 42 
Perception of Driving Hazards, ssf 3 35 
Redwood Roundtable 6 46 
Sound of a Million 8 55 
Normal Development of the Heart 3 35 
Helping Hands for Julie 5 30 
The Search for Reliability 7 56 
In Europe With You 3 51 
A Story of Portugal + 52 
— 
This Is TVA 3 45 
Facts About Texaco Gasoline 4 39 
Facts About Havoline Motor Oil 4 39 
Facts About Texaco PT Anti-Freeze 4 39 
Theodore Roosevelt—American 2 47 
The History of the America’s Cup 6 Ww 
Ship Best Way 3 51 
Prosperity For All 2 29 
Why the Kremlin Hates Bananas 5 6 
Production Protection and 
Profits on the Farm 6 46 
Company Manners 2 37 
Profit Packaging With Boxmaster 6 
Missile Logistics 7 45 
By Their Deeds 2 39 
Full Speed Ahead 8 56 
Symphony Across the Land 6 24 
Explorer in Space 8 43 
Color Vision Testing 8 50 
Navy Wings of Gold 3 51 
Education in ’57 3 50 
Sam'l and Social Security 6 39 
Jonah and the Highway 1 174 
Practical Dreamer 2 54 
St. Andrews Golf 8 60 
Five Miles West 1 170 
Extensible Paper 3 32 
Your Caddie, Sir 5 55 
Engineering Notebook 7 33 
Ramsgate to the Rescue, ssf 8 28 


Texaco a Strong Believer in Screen Advertising 


vr If you’re looking for a strong 
endorsement of the value of thea- 
tre-screen advertising as a solid 
builder of business, you needn't 
go any further than The Texas 
Company—for Texaco, which be- 
gan its screen-advertising cam- 
paign in 1954, has enlarged its 
program to the point where it now 
has a library of 68 film shorts, 
second-largest in the theatre-screen 
field. 

“Our company has encouraged 


the thousands of Texaco dealer 
consignees and distributors 
throughout the nation to advertise 
on the local movie screens ever 
since our theatre screen advertis- 
ing program began,” says J. M. 
Gregory, director of The Texas 
Company’s sales promotion de- 
partment. 

In that year, the company made 
26 films on Texaco gasoline, and 
was more than pleased with its 
dealers’ response, Gregory said. 


The company produced eight more 
films in 1955, 18 in 1956, and 
has recently finished 16 new full 
color films which were released 
last November. 

Texaco’s screen commercials 
cover every phase of service sta- 
tion activity; the latest set includes 
films on lubrication, check-ups, 
parts servicing, tires, and travel 
service. 

The company has shown its in- 
terest in screen advertising in 
other ways. An attractive brochure 
announcing the new films has been 
sent to Texaco dealers, as part of 
the company’s “Partners in Ser- 
vice” booklet, a general explana- 
tion of the complete advertising 
program. 

In the brochure, the company 
sets down the reasons dealers 
should use theatre screen adver- 
tising. The sales promotion de- 
partment, Gregory says, believes 
that the screen commercial pro- 
gram “plugs your name, stresses 
your location, pre-sells your ser- 
vices and tells your neighbors all 
about the famous Texaco products 
you sell.” 

The brochure drives the point 
home by showing audiences leav- 
ing the theatre and driving into 
their nearest Texaco station. 

Texaco’s famed “Season’s” ads 
were produced by Audio, N.Y. 

The company’s practice is to 
turn over its films to theatre screen 
advertising companies, who handle 
two important jobs: they contact 
the local Texaco stations, con- 
signees and distributors and help 
the company promote the screen 
program; and they take over com- 
plete distribution of the films, set- 
ting up schedules, seeing that 
prints are in good condition, etc. 

Some Texaco films are live ac- 
tion, others are animation—but all 
are in full color, “to take advan- 
tage of the full-size theatre 
screen,” Gregory says. 

A number of the company’s 
films are in the “public service” 
area, stressing such things as safety 
on the road, and promoting 
Texaco’s travel service. Most of 
them emphasize frequent inspec- 
tion of motors and parts. This 
gives the program an institutional 
aspect to go along with the other 
films which sell lubrication, gaso- 
line, and oil. 

Texaco dealers, distributors and 
consigness have backed up the 
company’s theatre-screen advertis- 
ing program by investing $495,552 
in this medium in the past four 
and one-half years, Gregory 


says. 
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THE/OFFSCREEN 
LE 
America Pays Homage to the Faciual Film 
Was FiLM Awarps TIME in ‘he field 
that ‘includes business-sponsored, informa- 
tional and educational films of all kinds. Re- 
ported in this issue are the juror’s selections 
for® the 16th Annual National Safety Film 
Awards (page 4); at the 7th Annual Columbus 
Film Festival (page 27); at EFLA’s first Amer- 
ican Film Assembly in Manhattan (pages 32- 
33); and the second annual selections of the 


Industry Film Producers Association. 
Tallied up with last month’s winners of 
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Mr. T. H. Westermann 
as Vice-President of 
AUDIO PRODUCTIONS, INC. 
in charge of 
SALES 


Fieedoms Foundation Honor Medals (Issue 1, 
page 86) and the CINE selections for the 
April Harrogate Film Festival, the record 
shows some really outstanding pictures cur- 
rently playing to U.S. audiences. 

Sweepstakes winner at four of the top U.S. 
film award events and showing at all overseas 
film festivals (selected by CINE) is The Jam 
Handy Organization. A bronze plaque in the 
Safety Film Awards for Lucky You (Coca- 
Cola); four EFLA Blue Ribbon Awards for 
The Melbourne Olympic Games (also for 
Coca-Cola); The Wonderful World of Wash 
'N Wear (Whirlpool Corporation); The Battle 
for Liberty (sound slidefilm series); and a 
slidefilm series for Delco-Remy were matched 
by a Freedoms Foundation Honor Medal for 


We 


take pleasu ve 
in announcn ig 


the appomtment 


American Look (Chevrolet) and the new Chris 
top award statuette for the same film and 
sponsor. JHO also received a Chris Certificate 
of Excellence for Solid Gold Hours (Dartnell) 
and wound up the honors list with Production 
of USS Steel Sheets (U.S. Steel) going to Har- 
rogate and also bound for Edinburgh and 
Venice Film Festivals. 

Dynamic Films’ Academy Award nominee 
Psychiatric Nursing (Smith, Kline & French) 
lost out to the usual Disney ballots at that 
hallowed event but came back to score with 
a top Chris award at Columbus for this ex- 
cellent picture. Dynamic also received two 
other Chris Certificates. 

One of the most useful films in the land is 
Speaking of Words, produced by Henry Strauss 
& Co. for Pan-American World Airways and 
being adapted by the producer for syndication. 
This excellent treatise on personal communica- 
tions was the first and unanimous choice of 
CINE members for overseas festival showings 
and will be a great asset to any company ac- 
quiring it for internal use. 

The story is told in the Awards features and, 
as usual, we're first and most thorough in 
coverage of these events. Here’s success to 
winners like Audio Productions, Inc., MPO, 
Parthenon, Frank Willard, John Sutherland and 
all the others for whom these hard-working 
jurors have given their best in eye and ear so 
that both sponsors and audiences might know 
their best! 

As for us, the judgement of the vice-presi- 
dent of Acushnet Rubber (see page 39) and 
the lives saved by those tremendous American 
Cancer Society films (see page 28) loom as the 
kind of awards that don’t hang on walls but 
ring both hearts and cash registers. Take your 
choice. 

* * * 
Buckeye Corporation Acquires Transfilm 


With Exchange of Common, Preferred Shares 


vv On March 30, the board of directors of The 
Buckeye Corporation, Springfield, Ohio, an- 
nounced the acquisition of Transfilm, Inc., 
New York City, a major producer of business 
and television films. 

Buckeye acquired Transfilm for 52,632 
shares of Buckeye’s common stock plus 36,250 
shares of Buckeye’s 5% preferred Series A. 
Transfilm thus becomes a part of Buckeye’s 
newly-formed Entertainment Division. On Feb- 
ruary 2, the Ohio firm also acquired Pyramid 
Productions, Inc., Manhattan producer of TV 
film program series and Flamingo Television 
Sales, Inc., also of New York and a TV film 
program distributor. 

Corporate operation of Transfilm will remain 
unchanged as William Miesegaes, president and 
founder of the film company and other mem- 
bers of management, continue in their present 
capacities. 

“Our acquisition by Buckeye,” said Mr. 
Miesegaes, “has improved Transfilm’s competi- 
tive position within our industry. As a result 
of this move, we intend to expand our studio 
facilities as well as all other departments and 
personnel. Further, we will now forge ahead 


(CONTINUED ON PAGE FIFTY-SIX) 
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Fast action, undersea location. This blow-up of a scene from Ivan Tors’ production, “Underwater Warrior,” shows how Du Pont “Superior” 4 can give you 
good action shots in any light. Mr. Tors, shown et right ready to dive, always accompanies his actors, directors and crew when filming underwater. 


“Shooting SEA HUNT’ we need 
the exceptional speed of ‘Superior’ 4” 


says /van Tors, producer of the TV series, “SEA HUNT," for ZIV 
Television Programs, Inc., and ‘‘Underwater Warrior,”’ released by MGM. 


“These pictures wouldn’t have been possible — child’s play when compared to the bottom of the 


without Du Pont ‘Superior’ 4,” states Mr. Tors. sea,” he says. “The light’s strange, you have to 

| “Its high speed and wide latitude make it ideal —_use special cameras that are pretty tricky and, if 
for underwater sequences. With ‘Superior’ 4 in your shot’s not right the first time, re-shooting 

the camera, we know that anything we see with — can be awfully expensive. You've got to have a 

“3 our own eyes the camera can see better.” film you can depend on—that’s why I always use 

a And Mr. Tors does see it with his own eyes. Du Pont ‘Superior’ 4.” 

cg Whenever he shoots underwater, he and his For more information about Du Pont Superior® 
secretary, both expert divers, go down with the 4 Motion Picture Film and other fine nega- 
director, lighting men and actor-divers. He’s tive and positive films, contact the nearest Sales 
right on the spot and knows from firsthand ex- Office or write DuPont Photo Products Depart- 
perience the problems that can come up in sub- ment, 2432-A Nemours Building, Wilmington 98, 
marine cinematography. Delaware. In Canada: DuPont of Canada 

“Talk about tough locations—- most of them are Limited, Toronto. 


u 5. pat. OFF 
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FOR YOUR BUSINESS 
PICTURE PROJECTION 


revolutionized 


lenticular 
RADIANT SCREENS 


For Lighted as well as Darkened Rooms 
A new reflective surface that is in effect 
a complete sheet of lenses—optically 
engineered to control reflection com- 
pletely. Provides greater brilliance, in- 
creased clarity, improved color—over 
greater viewing area. Extremely effec- 
tive for projecting in darkened rooms or 
even lighted rooms where no extreme 
or unusual lighting conditions exist. 


Magnifiedview 
of the more than 
1,000,000 re- 
flecting lenses 
on each Radiant 
screen surface. 


Lenticular 


ROLL-UP 
WALL SCREEN 


Radiant “Educator” 
Screen—Model WEDO 
with exclusive STRETCH-BAR 
that makes possible an in- THT 
stant flat, taut surface. Now, 

when not in use, Lenticular 

Screen can be rolled up. 


Exclusive Radi- 


Radiant “Educator” Opti- 
glow Lenticular Surface is ant Stretch 
washable as well as fungus 
in 40” x 40” or 50” x 50”. Drum. 
ALSO AVAILABLE 
“LENTICULAR” 
SCREENS 
The Radiant Educator is 
d 1 now available in Tripod 
models in choice of two 
@ well as Vyna-Flect 
. . Beaded to meet varying 
projection needs 
BS-39 
Subsidiary of United States Hoftman Machinery Corp 
P. O. BOX 5640, CHICAGO 80, ILLINOIS 
SEND FOR FREE BOOKLET 
Fill out coupon and mail for free booklet ‘The 


and flame-proof. Available Tight as a 

lenticular surfaces — Uni- 

glow and Optiglow —as 
MANUFACTURING CORP. 

Miracle of Lenticulor Screens’’—full details 


on Radiant Lenticular ‘Educator’ Screens 
Nome 

Address 

City Zone State 
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§th Annual Production Review Listings Supplement 


vy Listings below are repeated from Met- 
ropolitan New York section to amplify 
and correct range of services and staff: 


HUNN, FRITZ & HENKIN PRODUCTIONS, 
INC. 

38 West 48th Street, New York 36, N. Y. 

Phone: JUdson 2-5055 


Date of Incorporation: March, 1958 


Howard H. Henkin, Pres., Director of 
Live Action 
Ronald Fritz, Vice-Pres., Creative Director 
Daniel Hunn, Vice-Pres., Animation 
Director 
Larry Puck, Executive Producer 


SERVICES: Animation and live action commer- 
cials, industrials and features for TV and 
industry; creative staff for storyboards, script, 
recording, jingles (music and lyrics). Fa- 
CILITIES: Animation and live action equip- 
ment for 35mm and 16mm. 


RECENT PRODUCTIONS AND SPONSORS 
MOTION PicTuRES: The Endless Search 
(Standard Oil Co. of New Jersey): TV Com- 
MERCIALS: for Nabisco, Avis-Rent-A-Car, 
Gillette International, Helena Rubinstein, Co- 
lumbia Records, Sterling Drugs, Barton’s 
Candy, Nestle’s, Hometown Bread, Manhattan 
Shirt, B. T. Babbitt, Advertising Council, 
Fletcher’s Castoria, Air Gene, Wise Potato 
Chips, Rinso, Jet Dog Food, Revere Sugar, 
Hires Root Beer. 


STURGIS-GRANT PRODUCTIONS, INC. 


822 East 44th Street, New York 17, N.Y. 
Phone: MUrray Hill 9-4994 


Date of Organization: 1948 


Warren Sturgis, President, Exec. Producer 

Benedict Magnes, Vice-Pres., Gen. Manager 

Richard A. Kent, Special Asst. to the Presi- 
dent 

A. E. Snowden, Secretary-Treasurer 

Sidney Milstein, Vice-Pres., in charge of 
Production 


SERVICES: Medical, technical, educational and 
industrial films & filmstrips; animation of all 
types; scripts and storyboards; TV commer- 
cials; foreign language adaptations. FACILI- 
TIES: Live-action and animation cameras; com- 
plete facilities for 16 and 35mm production; 
script-writing staff; full art studio; sound 
stage, recording studio; sets; editing. 


RECENT PRODUCTIONS AND SPONSORS 
MOTION PICTURES: The Eye in General Prac- 
tice—The Importance of Glaucoma (The 
Lighthouse) ; Portal Decompression, Congeni- 
tal Anomalies of the Heart (E. R. Squibb & 
Son); The Buccal Use of Varidase (Lederle 
Laboratories) ; Fluothane—a New Inhalation 
Anesthetic (Ayerst Laboratories); Vasopres- 
sin as a Hemostatic in Gynecologic Surgery 
(New York Hospital); Esophageal Replace- 
ment with Reversed Gastric Tube (Baxter 
Laboratories); Just 4 Minutes (Winthrop 
Laboratories); Intramuscular Iron Therapy 
(L. W. Frohlich & Co. for Lakeside Labora- 
tories); Lifeline (L. W. Frohlich & Co. for 
Fenwal Laboratories) ; The Interview in Sales 
Training (Investors Planning Corp.). TV 
COMMERCIALS: for The American Diabetes 
Assoc., Aquafilter Corp. 


vy These listings were received after pub- 
lication of the 9th Review and are added 
for client reference use: 


DESILU PRODUCTIONS, INC. 


780 North Gower, Hollywood 
Phone: HOllywood 95911 


Date of Organization: 1950 


Desi Arnaz, President 

Martin Leeds, Executive Vice-President 
Edwin Holly, Treasurer 

Argyle Nelson, V. P., Charge Production 
Lee Savin, Director, Commercial Div. 
Bernard Weitzman, V. P. Business Affairs 


SERVICES: Production of motion pictures for 
all uses. FACILITIES: Three complete lots in- 
cluding 35 stages, 16mm & 35mm photogra- 
phy, recording, editing, optical work, projec- 
tion rooms, stock library, etc. 


TELEVISION PROGRAMS 

PRODUCED AND FILMED BY DESILU: Ann South- 
ern Show; Grand Jury; The Texan; This Is 
Alice; U. S. Marshall; Walter Winchell File; 
Westinghouse-Desilu Playhouse; Lucille Ball- 
Desi Arnaz Show; Whirlybirds. 
FILMED TV PROGRAMS: The Californians; 
Danny Thomas Show; December Bride; The 
Lineup; Love and Marriage; Man With A 
Camera; The Millionaire; The Real Mc Coys; 
Wyatt Earp; Yancy Derringer. 


LUX-BRILL PRODUCTIONS, INC. 


319-21 East 44th Street, New York 17, New 
York 
Phone: ORegon 9-6320 


Date of Organization: 1950 


Richard S. Dubelman, Client Liaison, 
Production Supvr. 

Victor Kanefsky, Production Coordinator 

Herbert D. Brown, Editorial Department 

Donald Holtzman, Studio Manager 

Anne L. Bauer, Office Manager 


SERVICES: Complete production of live and/or 
animated motion pictures and slidefilms from 
idea to stage to screen stage. Editing and re- 
editing company films; integration of motion 
pictures and live television; all types of rear 
projection photography. FACILITIES: Complete 
animation department; fully equipped studio 
for live shooting; location equipment; editing 
and screening rooms; complete creative and 
technical staff. 

RECENT PRODUCTIONS AND SPONSORS 
MOTION PICTURES: Attention to Toy Dealers 
(Remco Industries); Weekend Air Force Re- 
serve (U.S. Air Force) ; Toni Doll (American 
Character Doll Co.) ; Francesca (Foster Par- 
ents, TV Plan, Inc.). COMMERCIALS FOR 
Crisco, Ivory and Dash Divisions of Proctor & 
Gamble; New York Stock Exchange; Colgate 
Palmolive Co.; Narragansett Brewing Co., 
Sterling Drug Products; American Cyanimid 
Co.; Nestle Co.; Esso, Atlas and Uniflo Divi- 
sions, Esso Standard Oil Co.; Cheseborough- 
Ponds; Bridgeport Brass Co.; Tangee Lip- 
stick; Okite; American Can Co.; Remington 
Rand Co.; Peter Pan; Nationwide Insurance 
Companies; Vicks Chemical Co.; Folger’s 
Coffee; Golden Books; Burgess. 

(OTHER SUPPLEMENTS TO APPEAR DURING 1959) 
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Everything under the Sun 
to translate SCRIPTS 


16MM Professional Film Viewer— 


Makes film editing a breeze. Easy threading, portable, will not 
scratch film. Enables editor to view film from left to right on 


large 6” x 442” brilliantly illuminated screen. Sound Reader and/or 


Counter can be easily attached. Available in 35mm model. 


16mm PROFESSIONAL FILM VIEWER $350.00. 35mm Model $500.00 


Auricon Cine — Voice Conversion 


Cine—Voice Camera modified to 
accept 1200-ft, 600-ft, and 400-ft. 
magazines; has torque motor for 
take-up. Also’ includes Veeder 
footage counter and 3-lens turret. 
Conversion only—$450.00 less mag- 
azine. 


GROVER Grip 


Holds a light wherever space is 
tight. No springs, no slip. Has 8” 
spread. Both ends padded against 
marring. Weighs less than 2 lbs. $6.85 


SALES SERVICE P* RENTALS 


FRANK C. ZUCKER 


GAMERA CQuipment ©..1nc. 


Dept. “S” 315 West 43rd Street, New York 36, N. Y. 


TEWE Directors View Finder Model C 


As every Pro knows, CEco carries just about 


But you need more than cameras, tripods, 
dollies and recorders—you need more than 
lenses, viewers, blimps, generators and lights. 


You need answers to important questions— 
how to successfully translate scripts into film. 
No one man knows all the answers. 

That’s why Ceco employs a staff of experts 

in every category of film-making—cameras, 
recording, lighting and editing. Collectively 
we have all the answers to help make you an 
outstanding producer, director or cameraman, 


You owe it to your career to use CECO service 
for Sales, Rentals, Repairs .. . and advice. 


CECO Smali Gyro Tripod 


Features “controlled 
action” with slow and 
fast speeds for both 
panning and tilting. 
Weighs only 19 Ibs. 
Ideal for 16mm 
Maurer, Mitchell, 
B & H Eyemo and 
similiar cameras. 
$650.00 


R-15 FILMLINE Developer 


Develops reversal and negative-positive film 
at 1200 ft. per hour. Has variable speed 
drive. Permits complete daylight operation. 
Exclusive overdrive eliminates film breakage. 


$2,995.00 


For academy aperture, wide screen, cin- 
emascope, vistavision and IO TV cameras. 
Zoom type with chain & leather case 
$100.00. 


ADDITIONAL PRODUCTS 


Camera Equipment Company offers the world's 
largest and most comprehensive line of pro- 
fessional cameras, accessories, lighting and 
editing equipment. The quality product isn't 
made that we don't carry. See our Splicers, 
— exposure meters — projectors — screens — 
marking pencils and pens — editors gloves — 
editing machines, racks, barrels, and tables — 
stop watches. 


every quality product under the photographic sun. 
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The Film in European Productivity 


Film Information and Exchange Service Seeks U. S. Titles 


rywe PrRopuctivity 

AGENCY’s Visual Aids Section 
has a new look, and a new name. 
It is now called the “Film Infor- 
mation and Exchange Service.” 
After careful planning the section 
was completely reorganized to con- 
centrate the maximum effort on 
the acquisition of new and inter- 
esting productivity films for distri- 
bution in the seventeen member 
countries of O.E.E.C. (Organiza- 
tion for European Economic Co- 
operation). 

After the reorganization had 
been completed, the Head of the 
Service, John Seabourne, made an 
extensive tour of the United States 
looking for new productivity films, 
making contacts with producers 
and sponsors, and renewing con- 
tacts made on previous visits. The 
trip resulted in the acquisition of 
more than 100 new titles, but even 
more important were the arrange- 
ments made with a number of 
sponsors who agreed to send view- 
ing prints of their films to the 
E.P.A. on a regular basis. 


Acquire 200 Titles a Year 

The Film Information and Ex- 
change Service acquires some two 
hundred new American titles every 
year, but as the accent is on qual- 
ity rather than quantity, several 
hundred titles are previewed either 
in Washington or Paris in order 
to select the final two hundred. In 
addition to the American titles a 
further two hundred European 
subjects are taken into the library 
every year, making an annual tar- 
get of four hundred new titles. 

E.P.A.’s Film Information and 
Exchange Service provides an in- 
teresting and useful “shop window” 
in Europe for those sponsors and 
producers who are looking for free 
European distribution to industrial 
audiences. 

Briefly, this is how the service 
works: 

A large preview library of pro- 
ductivity films is maintained at the 
Paris headquarters. This library 


which is the largest preview library 
of Productivity films in Europe is 
at the disposal of the Productivity 
Centers in the member countries of 
O.E.E.C. (Austria, Belgium, Den- 
mark, France, Germany, Greece, 
Iceland, Ireland, Italy, Luxem- 
burg, Netherlands, Norway, Portu- 
gal, Sweden, Switzerland, Turkey, 
United Kingdom). 


The Process of Selection 


The Productivity Center or 
equivalent organization in each 
member country runs its own Na- 
tional film distribution program 
making, where necesary, foreign 
language versions of those films it 
decides to include in its pro- 
gram. The Film Information and 
Exchange Service is constantly 
on the look-out for new films for 
its preview library, screens many 
hundreds of films every year and 
prepares information sheets on 
those films acquired for the library. 
These information sheets are pre- 
pared in English and French; the 
two official languages of the Orga- 
nization: they are distributed to 
the Productivity Centers at regular 
intervals. The main purpose of 
these information sheets is to allow 
the Productivity Centers to request 
preview prints of subjects that they 
consider to be of interest to their 
own programs. 

Special arrangements permit 
preview copies to cross frontiers 
without difficulty. 


Center Makes Acquisitions 


If after preview a Productivity 
Center wishes to use a film in its 
own program, the Productivity 
Center or the Film Information 
and Exchange Service will contact 
the producer to negotiate the ac- 
quisition of additional prints or 
preprint material where the prepa- 
ration of foreign language versions 
is desirable. Conventional facilities 
for the preparation of foreign ver- 
sions exist in most O.E.E.C. coun- 
tries and, in addition, the Film In- 


formation and Exchange Service 


has its own recording studio, with 
recording equipment specially de- 
signed for the rapid preparation of 


foreign versions. Similar equip- 
ment has also been installed in 4 
other Productivity Centers. This 
equipment has reduced preparation 
of foreign language versions to a 
simple and rapid process. One in- 
teresting feature is a continuous 


projector which, because it has no’ 


pull-down mechanism, eliminates 
wear on copies, and hence the need 
for special work prints. 

Great use of stripe recording has 
been made in those countries 
where adequate recording or lab- 
oratory facilities do not exist. Here 
again using E.P.A.’s special equip- 
ment, recordings of an exceptional 
quality can be duplicated at will on 
magnetically striped copies. 

By special arrangement any for- 
eign language version prepared by 
the Film Information and Ex- 
change Service can be made avail- 
able to sponsors. 

This new and active service, of- 
fering free distribution in Europe, 


(CONCLUDED ON PAGE 24) 


GREEN FILM? 
DIRTY FILM? 


FilMagic Pylons (Pat. Pend.) quick- 
ly attach to any |6mm. projector. 
Automatically silicone-treat and 
protect film, clean gates as film is 
running. 


Special kits, complete with simple 
instructions for Ampro, B&H, East- 
man, RCA, TSI, Victor. Write for 
illustrations and prices. 


ECONOMICAL . . . EFFICIENT 


THE 
DISTRIBUTOR’S GROUP, INC. 
204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 


SUPERIMPOSURES 
TRICK PHOTOGRAPHY 
ANIMATION 


Send for Free Special Effects Chart. 
4241 NORMAL AVE., HOLLYWOOD 29, CALIF. @ 


P R F E Ss N A L 
@ FADES specialized titles OPTICAL EFFECTS 
@ wiPEs 35 & 16mm 
MATES RAY MERCER & co. 
@ DISSOLVES ESTABLISHED 1928 B&W or Color 


NOrmandy 3-9331 


BUSINESS SCREEN MAGAZINE 


tra 


om 
R 
q 
| 55 
QS 
\ it 
= 
a 


How Zweibel Films 


keeps production costs 
off the cutting room floor 


Type 242 


NUMBER 2 © VOLUME 20 « 1959 


Creative organizations that are cost conscious 
naturally turn to Ansco’s Anscochrome® Profes- 
stonal Camera Film Type 242 for all work where 
the ultimate in color quality is desired. That’s 
because only Type 242 produces low-contrast 
master reels having the finest possible color ren- 
dition and print-through characteristics. 


For rich reds, accurate flesh tones and soft, clean 
gradation nothing compares with Anscochrome 
Professional Camera Film Type 242. 


And for flexibility that literally does the pho- 
tographers bidding with a minimum of trial- 
and-error, use NEW Ansco Type 243 for the 
best in release prints. Keep production costs 
where they belong, switch to Anscochrome Pro- 
fessional Camera Film Type 242! Ansco, Bing- 
hamton, N. Y. A Division of General Aniline & 
Film Corporation. 
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Model TS-1 
basic Stand 
with camera 
carriage and 
artwork table $895 


The first low-priced 
TRIPLE-DUTY 


animation, titlestand 
and product stage for 
all filmakers 


TRIPLEX 


Florman & proudly introduces the 
all new TRIPLEX. a top quality precision 
demgned animation stand It's manufac 
ture and workmanship assures vou of the 
highest quality resulta The F&aB TRIP 
LEX costs less and does more than any 
other animation stand now available. It 
will accommodate Arriflex 16 or 35 mm 


Fvemo, Maurer, Mitchell, Cine Special 
Bolex and all 4x5 Still Cameras. 


{ 


IN _ HORIZONTAL 
POSITION 


Per toom titles, and Columns can he lacked at 
product and puppet stages an 


ADDITIONAL FE ATU RES 

© Artwork table can be pivoted out of the way so 
huge artwork can be taped te wall or floor for 
copying 

© Smooth stop motion zooms from three positions 

Camera carriage compound movement 
North South. 17" East-West 

© Camera room range to table—! to 12 field te 
floor 1.24 field - 

© Lach movement driven by lead screw and hand 
wheel 

each movement registered by counters in 
1 100th. of an inch. 

@ Diagonal or off center rooms on both ammation 
product stage 

@ Animation table with 2 peg bars moving 16 
registered with scale in | of an inch 

© Animation table rotates tor spins and diagonal 
pans — registered in degrees 

© 9 1 12 hole through table top for rear lighting 
and rear projection 

Platen is hinged—platen glass is Gimbal 
mounted 

© Entire construction of stee! and cast aluminum— 
resting on 4 adjustable leveling feet 


IFICATIONS 
He VERTICA INCHES 
LENGTH He INTAL INCHES 
WORK TAKLE. TOP 


1S2 COMPLETE STAND WITH COMPOUND CAMERA 
CARRIAGE. ROTARY PEG TRACK ANIMATION 
TABLE, AND COUNTERS 
1S3 WINGED PLATEN $40 00 
1S4 UNDERNEATH LIGHT BOX $95 00 
TSS TOP LIGHTS ON UNIVERSAL 
$95 00 


Write for complete descriptive brochure and 
price lista. 

Complete atock of motion picture equipment, 
sup plies, and F &B products, 


This amazing sprocketed splicing 
tape repairs torn and damaged 
films, replaces torn perforations 
and allows butt-splice wiihout 
losing a single frame. Comes in 
transparent for film, opaque for 
magnetic film. Splice will never 
come apart; perforations stay 
permanently repaired with 
Magic “Mylar.”’ Use Magic 
“Mylar" for all your film repair, 
splicing jobs. 
Transparent—for Film 

1émm. Single Perf. $5.00 per roll 
1émm. Double Perf. 5.00 per roll 


35mm. 
Opaque—For Magnetic Film 
$ 6.00 per roll 
35mm. ........ 11.00 per roll 
The New 
Portman 


Animation Stand 


Here is the all new Portman Ani- 
mation Stand with newly de- 
signed features. A rugged, pre- 
cision and versatile animation 
stand, the Portman offers more 
than 40 accessories for special 
animation and effects. Come in 
cnd see why it's the biggest and 
best buy in animation stands 
Basic stand 


today. 
with 50” Zoom $1,495 


Basic Compound with table-top, 
2 peg tracks, rotary movement, 
counter, hand 


crank end platen $1 ,790 


FLORMAN & BABB, incorporated 


‘68 West 45th Street * New York 36, N. Y. * MU 2- 2928 


EPA Film ‘Report: 


(CONTINUED FROM PAGE 22) 


together with a unique service for 
the preparation of foreign language 
versions, is available to sponsors 
who are interested in taking ad- 
vantage of it. 


List Most-Needed Subjects 


To give a better idea of the type 
of film needed for the European 
Productivity Agency’s program, the 
following is a list of the subjects in 
greatest demand in Europe: 
Productivity 
Technical training 
Management 
Automation 
Work study 
Variety reduction 
Production control 
Product management 
Economics 
Building 
Materials handling 
Office work 
Sales 
Research 
Mathematics 
Audio-Visual Aids 
Human relations 
Safety 


Films for 
under-developed areas 


Where to Send Film Details 


Sponsors should send details of 
any films they consider suitable to 
the Washington office of O.E.E.C., 
Suite No. 1223, 1346 Connecticut 
Avenue, N.W., Washington 6, 
D.C. The Washington office will 
request prints of those films suit- 
able for Europe. Preview copies 
will be needed for approximately 
six weeks, as films selected by 
Washington will be sent to Paris 
for final choice. The Film Infor- 
mation and Exchange Service 
would like to retain the prints of 
any films they find suitable for 
their program on the basis of pur- 
chase at print cost. Where prints 
are rejected they will be returned 
to the owner within six weeks: all 
shipping is by air freight. Sponsors 
and producers using the plan will 
have to ship prints only as far as 
Washington; from here on, O.E.E. 
C. will take care of all shipping 
and custom problems. 

On his recent visit to the States, 
John Seabourne soon found that 
there was no shortage of Industrial 
or Productivity films, but as his 
program is a quality program, it 
was decided to accept only the best 
films and to award a certificate of 
merit to the sponsors and produc- 
ers of those films selected. Uy 


Production Lines 


Campus Occupies New Studios 
Campus Film Productions, Inc.., 
has moved to new offices and stu- 
dios at 20 East 46th Street, New 
York. 


Frankel to Klaeger Films 
vy Philip Frankel has joined the 
staff of Klaeger Film Productions, 
Inc. as an assistant director. 

A veteran of over 25 years in 
the film industry, Frankel comes to 
Klaeger from Transfilm where he 
held the post of unit manager and 
assisting director. Previously, he 
had been with the Training Film 
Production Labs at Wright Field 
in Dayton, and had served as pro- 
duction manager for the Office of 
War Information in New York. & 


Love Completes Bell Film 

vx James Love Productions, Inc. 
has just completed a public rela- 
tions film for the Bell Telephone 
Company of Pennsylvania. 

The film will be shown on tele- 
vision throughout Pennsylvania 
and contains scenes on location as 
well as studio photography. 4 


Oxberry on European Jaunt 

ve John Oxberry, president of the 
Animation Equipment Corpora- 
tion, is spending the month of 
April in Europe visiting and study- 
ing the problems of studios in five 
different countries. 

He will visit London, Berlin, 
Stockholm, Helsinki, Hamburg, 
Munich and Paris. In addition to 
holding conferences with custom- 
ers, Oxberry will conduct a survey 
of other studios to obtain data on 
current and future film activities. 


THE FILM 
Architect 


provides professional 
planning .. . 

creative writing .. . 

money saving specifications. 
These services assure the sponsor 
of more resultful motion pictures 
or slide films at considerable savings 
in production and distribution costs. 


Send for a brochure describing 
this unique service. 


F.R. 
Donovan 


10 Glory Road « Weston, Conn. 
CApital 7-3477 
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SALES 
RESISTANCE ! ! 


In the months to come your salesmen 
are going to encounter it in increas- 
ing amounts. Now, volumes have 
been written on how to meet it, how 
to overcome it. But don't forget... 
sales aren't made by winning argu- 
ments. 


Wellthen, what should be done 
about sales resistance? Pick up and 
leave? 


No, sir, by-pass it!! Keep on selling!! 


Because, when your salesmen do, 
they will make more sales... and 
meet and beat competition. 


Show your salesmen how to by-pass 
sales resistance with: 


“BY-PASSING 
SALES RESISTANCE” 


part of the outstandingly suc- 
cessful AGGRESSIVE SELLING 


sound slide program. 


Write for Details on 
Obtaining a Preview 


Better Selling Bureau 
6108-B Santa Monica Boulevard 
Los Angeles 38, California 


A Division of Rocket Pictures, Inc. 
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Executive Notes 


Ted Westermann Named Sales 
V. P. at Audio Productions 

vw T. H. “Ted” Westermann has 
been appointed vice president of 
Audio Productions, Inc., in charge 
of sales. 

After considerable sales, train- 
ing and merchandising experience 
with Macy’s-New York and the 
National Silver Company, Mr. 
Westermann joined Willard Pic- 
tures, as partner, in 1935. During 
World War II, as Willard’s super- 
visor of military training films, he 
wrote and directed many training 
films for the armed forces and na- 
tional defense. 

For the past 12 years Mr. Wes- 
termann has been with Wilding 
Picture Productions, Inc., since 
1954 as vice president in the East- 
ern Sales Division. ay 

Walter Braun Is Ad Manager 
at Paillard, Inc., New York 

vy Walter Braun has been named 
advertising manager of Paillard, 
Inc.. New York. Braun was a 
member of the Commercial De- 
partment, Swiss Foreign Service, 


+ 


Walter Braun . . 


. to Paillard, Inc. 


New York City where, since 1947, 
he had specialized in market re- 
search and sales promotion work 
for Swiss firms doing business in 
the United States. sg 
* * 

Benjamin Greenberg to Direct 
New York Office for Allend’or 
vv Benjamin S. Greenberg has been 
elected vice president and execu- 
tive in charge of the New York 
offices of Allend’or Limited and 
Spotlite News, Inc., motion picture 
production and television newsreel 
organizations with home offices in 
Los Angeles. 

He succeeds Jack Siegal who 
has been appointed director of mo- 
tion picture and television activi- 
ties with the International Business 
Machines Corp., New York. & 
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Parthenon Pictures-Hollywood 
Opens New Midwest Office 
ve A new Midwest office for pro- 
duction and client service, headed 
by Woodbury Conkling and Roger 
Clark, has been opened at 185 No. 
Wabash in Chicago by Parthenon 
Pictures-Hollywood. Telephone 
number is RAndolph 6-2919. 
Stage shooting and “finishing” 
work will continue to be done in 
the Hollywood studio, but the new 
Chicago facility will have editing 
equipment and stock a full com- 
plement of professional camera, 
synch sound, lighting, camera car 
and other gear for location shoot- 
ing in the Midwest and East. Clark 
and Conkling will report directly 
to exec producer Charles Palmer 
in Hollywood. 


* 


Sturgis-Grant Names Kent as 
Assistant to the President 

ve The appointment of Richard A. 
Kent as Special Assistant to the 
President of Sturgis-Grant Produc- 
tions, New York producers of 
medical and allied films, has been 
announced. 

Mr. Kent, a 12-year veteran of 
the motion picture industry, is the 
former sales manager of Fordel 
Films. He was also a cameraman- 
producer in the Surgical Products 
Division, American Cyanamid 
Company and was in the photo- 
graphic department at the State 
University of lowa. yy 

Colonial Williamsburg Names 
DeSamper as Radio-TV Manager 
vy Ernest J. “Hugh” DeSamper has 
been named radio-television mana- 
ger on the public relations staff of 
Colonial Williamsburg, Inc. The 


Pikes Peak was the backdrop on 
March 30 as Alexander Film crew 
helped telecasting of Air Force 
Academy Choir for Coca-Cola’s 
“Springtime” CBS spectacular. 


organization is responsible for the 
restoration of Williamsburg. ng 

Waller Heads B&H Industrial 
Relations as Johnson Retires 

» William L. Johnson, vice-presi- 
dent of industrial relations for Bell 
& Howell Company, Chicago, re- 
tired December 31, it is announced 
by Charles H. Percy, president. 

Johnson retired under the com- 
pany’s retirement policy and pre- 
retirement counseling program 
which he helped develop, and which 
starts 10 years before employees 
reach retirement age. He will con- 
tinue his work on a_ consulting 
basis, primarily in the field of re- 
tirement counseling and the utili- 
zation of retired employees. 

He is president and a director of 
the Bell & Howell Foundation, the 
company’s organization for chari- 
table giving and aid to education. 

As head of industrial relations, 
he will be succeeded by Fletcher 
C. Waller, who joined Bell & How- 
ell in 1957 as a staff vice-president. 


Pictured at recent New York premiere of Equitable Life Assurance So- 
ciety’s film “For All Time” are (| to r) producer Roger Wade, Roger 
Wade Prods.; Melville P. Dickinson, Senior V.P. of Equitable; star and 
narrator Ed Herlihy; and Charles Corcoran, Equitable V.P. 
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films sponsored by American business, 

will be honored on Thursday evening 
April 30 as first recipients of bronze “Chris” 
statuettes, symbolic of highest awards made at 
the 7th Annual Columbus (Ohio) Film Festi- 
val. 

The Academy-Award nominee, Psychiatric 
Nursing, sponsored by Smith Kline & French 
Laboratories and produced by Dynamic Films, 
Inc., will receive a top Chris award in the field 
of health, medical and mental health films. 


Firsts to Ford, General Motors Films 

Honored as top choices from the field of 
business and industry are two motor manufac- 
turer-sponsored films. American Look, pro- 
duced for the Chevrolet Division of General 
Motors by The Jam Handy Organization will 
receive the Chris as will Equation for Progress 
produced for the Ford Motor Company by 
MPO Productions. 

In the field of travel, a Pan-American World 
Airways picture, Voici La France, produced by 
Coleman Productions is the first choice. The 
motion picture, Curioseando en Los Llanos 
Venesolanos (Wildlife of the Venezuelan 
Llanos), produced for the Creole Petroleum 
Corporation by Willard Pictures, Inc. is to re- 
ceive the Chris statuette in the classification of 
“special fields” as are The Big Reach, pro- 
duced by and for the Douglas Aircraft Com- 
pany, Inc. and The Visitor, produced by WBNS 
Television of Columbus. 

A final Chris statuette winner was How We 
Explore Space, an educational motion picture 
produced and distributed by Film Associates 
of California. 


| Motion Pictures, including six 


81 Pictures Also Receive Chris Certificates 

A total of 89 pictures were selected for 
awards out of all entries and 81 of these will 
receive the Chris Certificate Awards for excel- 
lence. American business firms sponsored over 
35 of these subjects; nine were created for as- 
sociations and non-profit groups. 25 of the 
films certificated for excellence were classroom 
motion pictures produced for sale to schools 
and institutions. Six of the films were pro- 
duced for state governments (including Colo- 
rado and Ohio departments of welfare ). 

There were numerous multiple winners at 
Columbus. In addition to its Chris statuette, 
Dynamic Films received two certificates for 
1958 Victory Circles (sponsored by Perfect 
Circle) and for a syndicated auto racing picture 
9th Annual Darlington Southern 500. 

Four Certificate Awards to Wilding 

Four certificates of excellence were awarded 
to pictures produced by Wilding, Inc. These in- 
cluded the Champion Paper & Fibre Co. film 
1104 Sutton Road; Goodyear on the March 
(Goodyear Tire & Rubber Co.); The Richest 
Man in Babylon (Investment Bankers Associa- 
tion of America); and Secret Cargo, a skin- 
diving adventure subject produced for Hiram 
Walker, Inc. 

In addition to its Chris statuette, The Jam 
Handy Organization, Inc. was honored for 
Solid Gold Hours, produced for the Dartnell 
Corporation. This received a Chris Certificate. 

John Sutherland Productions, inc. also won 
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Chris Awards Honor Business Films 


Eight Motion Pictures Will Receive the Top Award Statueties 
for Outstanding Merit at 7th Annual Columbus Film Festival 


four certificates of excellence. The Sutherland 
safety film, Give a Car a Man Who Can Drive, 
(Richfield Oil Corp.); and three other films, 
Breath of Life, Your Safety First and Combus- 
tion, brought award honors to the West Coast 
studio. 

The International Harvester Company films, 
Collectors’ Item (produced by Parthenon Pic- 
tures-Hollywood) and Taming a New Frontier 
(produced by Dallas Jones Productions, Inc. 
were certificate winners. Another Parthenon 
recipient of the certificate of excellence was 
Fire and the Wheel (General Petroleum, So- 
cony Mobil, etc.). 

Telephone Pictures Score at Columbus 

Telephone companies, leading users of the 
film medium for training and public relations 
purposes, scored heavily at Columbus. Dial 
the Miles, produced for the Southern Bell 
Telephone Co. by Frank Willard Productions; 
Making Conversations, Plan for Pleasant Liv- 
ing (Ohio Bell) shared certificate honors with 
a Western Electric Company picture, The Dew 
Line Story, produced by Audio Productions, 
Inc. The airlines were also notable winners 
as Pan American World Airways extended its 
Chris award for Voici La France to add a 
certificate for Islands Under the Wind (pro- 
duced by Henry Strauss & Co., Inc.). 

Sabena Belgian World Airlines’ film The 
Great Adventure produced by Centron Cor- 
poration, Inc. was similiarly honored as was 
Over the Rainbows, an Alaskan adventure film 
produced by Fenton McHugh Productions, Inc. 
This was jointly sponsored by Northwest Orient 
Airlines and Northwest Consolidated Airlines. 

Other sponsor-winners of certificates in- 
cluded two Henry Strauss & Co. productions 
—Helping Hands for Julie (American Med- 
ical Association) and MSD, a film for Gulf Oil 
Corporation. Another AMA-sponsored film 
Whitehall 4-1500, produced by Centron Cor- 
poration was certificated. 

The Institute for Visual Training, Inc. (Wil- 
liam J. Ganz) was a dual award winner with 
The Story of Television (RCA) and Teaching 
Johnny to Swim, co-sponsored by the Ameri- 
can National Red Cross and the Metropolitan 
Life Insurance Co. 

Bay State Productions, Inc. scored with a 
certificate award for Plan for Prosperity, pro- 
duced for the Edison Electric Institute, Inc. 

Mode-Art Pictures’ film Futures in Steel, 
produced for the Bethlehem Steel Company, re- 
ceived a certifiate award as did two Martin 
Company-produced motion pictures, Project 
Vanguard and The Missile Man. 

Cate & McGlone’s film The Long Right Arm 


added a certificate award to the Chris statuette 
received by the Douglas Aircraft Company, 
Inc. Another Cate & McGlone film honored 
was Our Islands of Hawaii. 

A certificate also went to the Ford Motor 
Company, joining its top award for Equation 
for Progress. The Ford film One Road was 
its second winner. 


Other Producers Cited for Excellence 

Among other well-known business film pro- 
ducers who received Columbus awards were: 
Condor Films, Inc. with The Road from Mara- 
mec; American Film Producers, Inc. for Rescue 
Breathing (written and directed by Lewis and 
Marguerite Herman); Washington Video Pro- 
ductions for Heart of a Stranger, produced for 
the Christian Childrens Fund; and Motion Pic- 
tures, Inc. for Sta-Dri Story, produced for 
Ranger Boot Co. 

Austin Productions, with Design for Power 
and the Fred M. Randall Co. with New Story 
of Milk and Ambassadors With Wings received 
the Chris certificates. Sponsors were not iden- 
tified on these. 


Honors to Mountain States’ Studio 


Western Cine Productions was also honored 
for That We May Breathe, produced for the 
National Foundation for Asthmatic Children 
and for Colorado Cares, produced for the State 
of Colorado. These received certificates. 

The Lithographic Technical Fund film, The 
Sunny Rock, produced by the Tressel Studio 
and The History of the America’s Cup, pro- 
duced by Transfilm, Inc. were certificate win- 
ners in “Special Fields.” Among professional 
medical films, The Mitral Valve, produced for 
E. R. Squibb & Sons by The Glover Clinic, 
received a Chris certificate. 

In the field of classroom films, Coronet In- 
structional Films received four certificates of 
excellence to lead in that category, sharing 
honors with top award winner, Film Asso- 
ciates of California and Carson Davidson Pro- 
ductions, who each received two awards. 


Department of Agriculture Films Cited 


The United States Department of Agricul- 
ture carried home two Chris certificates for 
Hidden Menace and Conservation Vistas. 

The unusual film Tie Tie Go-Round, pro- 
duced for the Chicago Printed String Co. by 
On Film, Inc. received a Chris certificate as did 
Minnesota, Star of the North, produced by 
Martin Bovey for the First National Bank of 
Minneapolis. 

Columbus was generous, interested and dili- 
gent in surveying the hundreds of entries re- 
ceived for its 7th Annual Festival. Ia 
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b. The Story of the Film Program of the American Cancer Society Chester Williams, Director 

of Education, American Cancer Society, 
2 ; is a firm believer in audio-visuals. 
, ot LONG AGo a textile company in the Cancer Society, doing their work to help save people and the possibility of being cured of 
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Chattahoochee Valley of Georgia spon- 
sored exhibition of a 16 minute motion picture 
called Breast Self-Examination sponsored by 
the American Cancer Society. The film, shown 
to women only, portrays the approved tech- 
nique for self-examination to find lumps in the 
breast. 

As a result of this exhibition 27 lumps were 
found by women, a number of which turned 
out to be malignant. At least seven employees 
of the West Point Manufacturing Company. 
which sponsored the film showings, owe their 
lives to viewing Breast Self-Examination, for 
that many had cancers removed as a direct re- 
sult of what they learned from this motion 
picture. 

One of the women, Mrs. Mary Hook, allowed 
her story to be filmed for television for the 
American Broadcasting Company and prints of 
their resulting motion picture called Just By 
Chance are now in circulation by the American 


ia 


“THE OTHER City” 


Theatres include Cancer films along with commer- 


cial features when subjects are suitable. 
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lives. 
Proof of Power to Move to Action 

This case history of just one isolated show- 
ing of a single film is proof of the power of the 
motion picture medium to move people to ac- 
tion. It is one of the reasons why Chester 
Williams, American Cancer Society’s Director 
of Public Education, is convinced that “the 
audio-visual medium reaches more people more 
effectively than any other technique of mass 
education.” 

John Becker, the Society’s director of films, 
radio and television, says that talking pictures 
have an emotional impact that no other medium 
can match. “This is especially important in 
changing people’s attitudes,” Becker says, “and 
emotional attitudes, especially unreasoning fear 
of cancer, are our biggest educational prob- 
lem.” 

Becker says that movies can best dissipate 
the irrational fears that stand between many 


Dr. Joe V. Meigs, eminent Boston gynecolo- 
gist, appears in “Time and Two Women.” 


cancer. “They see other people’s tragedies on 
the screen,” he says, “and learn that these situ- 
ations could have been avoided. They identify 
themselves—or their husbands or wives or 
children—with the actors in the picture and the 
result is the kind of action being urged by the 
American Cancer Society’s films.” 


Films Serve These Varied Tasks 

These ACS films are designed to get men and 
women to their doctors for health checkups, 
to acquaint the entire population with the seven 
danger signals which may mean cancer, to get 
across the idea that many cancers can be and 
are being cured, and to translate the charitable 
impulses of the public into making donations 
to fight cancer. Last year the Society received 
donations totalling $30 million, which was 
spent on a three-pronged attack against cancer: 
research, education and service. 

The American Cancer Society also uses 
motion pictures to reach physicians, dentists, 


Employees of a textile company in Georgia at 


showing of “Breast Self-Examination.” 
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“Breast Self-Examination” is a major factor. . . . in improved cure rate of breast cancer. 


nurses, students, laboratory technicians and re- 
search scientists. This is the professional side 
of the ACS education program. It is just as 
important in saving lives, the Society believes, 
to convince the doctor to include certain pro- 
cedures in his patients’ examinations as it is 
to motivate the patients to get the checkups. 


200 Prints Made on Each Picture 


When a film is sponsored by the American 
Cancer Society for showing to the public, 200 
prints are usually struck off of which 60 are 
forwarded to the Society’s 60 autonomous divi- 
sions, most of which are state-wide organiza- 
tions. 

The success of this type of distribution is 
easy to read in the statistics. Of 27 films spon- 
sored by the American Cancer Society for pub- 
lic education purposes over a 9 year period, 
15,186 prints were purchased by the Society’s 
divisions and by other groups such as health 
departments, hospitals and the like, for re- 
peated showings. 

Most of the films are designed for long-time 
exhibition. For example, Breast Self-Examina- 
tion, which was released in 1950, has sold more 
than 2,500 prints, many of which are still being 
shown. The film, like other ACS productions, 
was made in both 16 and 35mm sizes so that it 
can be shown on professional theatre equipment 
as well as on standard 16mm sound projectors 
generally available to private groups. 

The ACS is not content with making films 
and getting the prints into the hands of its 
divisions. It pursues an active course of exhibi- 
tion to make sure that the widest possible 
national audience gets to see the pictures. 

Each division is encouraged to show its 
prints to Society volunteers, to clubs, church 
groups and civic groups at their meetings. In 
addition, efforts are made to get local theatre 
facilities when they are not being used for com- 


mercial purposes. These are usually the morn- 
ing hours of weekdays or Saturdays. Since the 
audience available at such times is largely 
housewives, the Society has concentrated on 
showing films of interest to women: Breast 
Self-Examination and Time and Two Women, 
often as a double feature. At such showings, 
only women are admitted. 

Success of this type of exhibition, at which 
a physician delivers an informative address and 
take-home leaflets digesting the films’ messages 
are distributed, is illustrated in what happened 
in and around Detroit. There, the Southeast 
Michigan Division of the ACS showed the 
Breast Self-Examination film in a two-week 
period to women in nearly 50 theatres. Approx- 
imately 50,000 women attended these show- 
ings, almost as many as had seen the same 
film at private showings in the area during the 
preceding five years. A study revealed that the 
open showings reached more young women, 
more mothers of large families, more Negro 
women, and more women who did not belong 
to clubs, than did the private showings. The 
open showings also helped educate thousands 
of women who did not attend the screening but 
learned something of cancer through the wide- 
spread publicity in newspapers, on radio and 
TV created to spur attendance at the theatres. 


Total Audience at Open Showings 


From 1953-1958 the total audience at 3,941 
open showings all over the U.S. was 1,298,491. 

The ACS also encourages its divisions to ap- 
proach local theatres to include certain ACS 
films on regular programs along with com- 
mercial features. In the last five years 6,930 
theatres programmed ACS films. No count has 
been made of the audience reached this way, 
but there is little doubt that the total is well 
up in the millions. 
During the five year period, 1953-1958, 


Nashville, Tennessee women view “Breast Self-Examination,” the ACS film that alerts women 


to danger signals of breast-cancer, at theatre showing which is typical of thousands held in U.S. 
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there were 307,541 showings of ACS films be- 
fore private groups and in theatres arranged 
by the Society’s divisions. A total of 22,339,344 
people were reported as attending these show- 
ings. 

In 1958 the ACS added another string to its 
exhibition bow by putting prints of three films 
into the hands of commercial film distributors 
in Pennsylvania, Maryland, Delaware, New 
Jersey and upper New York State. The films, 
The Other City, a dramatization of the fact that 
75,000 are needlessly lost to cancer each year; 
Sappy Homiens, a cartoon attack on male in- 
difference to cancer; and Man Alive, an ani- 
mated film designed to allay false fears of can- 
cer, were programmed as part of regular com- 
mercial theatre showings. 

For example, The Other City was pro- 
grammed at Philadelphia’s first run Mastbaum 
theatre with To Paris With Love, starring Bob 
Hope. More than 38,000 theatre goers got this 
ACS message as part of an entertainment pro- 
gram for which they paid admission. The ACS 
receives no revenue from this or other similar 
showings; but does pay a nominal distribution 
charge. 


30 Million Exposures in One Month 


An estimated 300,000,000 exposures of 
American Cancer Society messages on film via 
all methods of exhibition—public theatres, 
private screenings, showings on network and 
local television stations—were achieved dur- 
ing April 1958, the Cancer Crusade Month. 

One of the ACS motion pictures, Time and 
Two Women, is designed to get women to have 
the Cell Examination for Uterine Cancer done 
by their physicians. Such a test may detect 
uterine cancers in their earliest stages—so 
early, in fact, that these cancers are estimated 
to be nearly 100 per cent curable. Medical 
(CONTINUED ON FOLLOWING PAGE) 


Actress Julie Harris (r) chats with Weise fam- 
ily. Mother's recovery story was TV feature. 
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Motion Pictures Worth 10.000 Lives: 


Focus of the Society’s public education program in all media is the annual health check-up. 
Periodic examinations give doctors chance to detect cancer in earliest, most curable, stage. 


authorities believe that 22,000 lives—the num- 
ber of women who die annually of uterine can- 
cer—could be saved if all adult women got 
cell examinations regularly. 

Film Showing Increases Vigilance 

A study was made of an audience of New 
York women who saw Time and Two Women. 
It was found that 15 per cent of the group had 
had cytological (cell) examinations of vaginal 
smears before seeing the film. A follow up study 
showed that another 30 per cent of the audi- 
ence went to their doctors and got smear tests 
after seeing Time and Two Women. In this 
group, a number of unsuspected cases of can- 
cer were detected; cancer, in most cases, in such 
early stages that a cure was possible. 

Dr. Scott Hill, Director of ACS Professional 
Education, says that doctors and nurses, too, 
are more quickly and easily moved to action 
through the medium of film. For this reason, 
Dr. Hill puts great emphasis on distributing the 
20 kinescopes of live closed circuit television 
programs, originally produced jointly by the 
Columbia Broadcasting System and the Ameri- 
can Cancer Society, which alert physicians to 


30 


the latest developments in many fields of can- 
cer. These kinescopes are edited versions of 
original programs, of which 30 were produced 
with the help of the staffs of two large hospitals. 
The edited kinescopes run from 30 to 55 min- 
utes each; lengths that allow them to be shown 
within the time span of professional meetings. 
Widely Shown to Medical Audiences 

During the last five years 949,000 physicians, 
dentists, nurses and medical and dental students 
saw one or more showings of these and other 
professional films, eight of which were produced 
for the ACS in color, designed to create an 
up-to-date awareness of the latest methods of 
diagnosis and treatment of many different types 
of cancer. These exhibitions were arranged at 
meetings of professional societies, hospital 
staffs, and the like, through the local divisions 
of the American Cancer Society, who loaned 
the films and gave special digest-booklets for 
distribution to members of the audiences. 

Part of the professional education program 
is to make doctors more aware of cancer so 
that they can detect it in routine office exam- 
inations. The ACS films for doctors have 


Special professional films help keep doctors up to 
date on latest detection, treatment methods. 


Volunteers greet Philadelphia women attending a 


morning showing of film on uterine cancer. 


proved successful in attaining this objective. 
For example, the professional film on cancer 
of the breast was shown at a meeting of a 
Colorado county medical society, not long ago. 
In the six months prior to the showing of the 
film there had been only four biopsies (tissue 
examinations) of breast tissue done in the 
county. In the six months following the show- 
ing of the film there were 40 breast biopsies, 
and several cancers were diagnosed in this 
series that might have escaped detection. Mul- 
tiply this reaction by the nearly 10,000 show- 
ings of professional films that have taken place 
since 1955, and it can be seen what potential 
effect these motion pictures have had on the 
detection of cancer throughout the country. 


First ACS Picture Produced in °46 


The American Cancer Society’s first produc- 
tion was a 16-minute, 37-second animated film 
called The Traitor Within. The film, made in 
1946, shows diagrammatically how cancerous 
cells invade normal tissue, carries the message 
of how cancer can be cured if detected early. 

This 16mm motion picture was an imme- 
diate hit in the ACS public education program, 
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Large audiences of women, such as this one in Detroit, are daily learn- 
ing vital facts about cancer which can save their lives. 


John Becker (r), ACS director of films, confers with Lou Stoumen and 
mt Don Murray (ctr) on cutting of latest film “Never Alone.” 


and laid the groundwork for future productions, 
which now total 27 films and a dozen trailers 
plus reproductions of films made by other or- 
ganizations and distributed by the ACS and 
many kinescopes and prints of public and pro- 
fessional programs originally done live or on 
film on television. 


“Never Alone” a 45-Minute Picture 


Most ambitious and the longest of ACS 
motion pictures is the Society’s newest, Never 
Alone, whose running time in 35mm is 45 min- 
utes. A 28-minute version in 16mm is also 
available and has been cleared for television 
presentation. 

Never Alone tells the complete story of how 
doctors, researchers and 2,000,000 volunteer 
members of the public have joined forces 
through the American Cancer Society to fight 
cancer. 

Cancer films are, surprisingly, acceptable for 
general telecasting, with an even greater range 
of acceptance on local stations than on net- 
works. Such intimate subjects as Breast Self- 
Examination, which portrays an adult woman 
nude from the waist up, and such dramatic, 
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Teen-agers volunteer as baby-sitters to free mothers attending cancer 
film. Theatres also cooperate with arrangements. 


straight-talking films as Time and Two Women, 
which details the case histories of two women, 
one of whom waited too long to go to her doc- 
tor, have been shown late at night over local 
stations. A Phoenix, Arizona, station owner 
summed up the local attitude by saying “Why 
should we be afraid of anatomical details? Do 
you know what they’re teaching the children 
in our local high schools?” 

That his analysis is correct is borne out by 
audience reactions all over the country. In ten 
years of beaming cancer films into homes via 
television, and bringing films to private meet- 
ings and theatre showings, the American Can- 
cer Society has received almost no complaints 
from the public but has had many requests for 
more showings of more of its films. 


Appeals Directed Toward Check-Ups 


Although it is estimated that one out of every 
four Americans will get cancer at some time in 
their lives, most people cannot conceive of 
themselves as victims of the disease. Hence, the 
Society has found that the most effective cue 
to action in films is to appeal to the father or 
mother to guard their children; to appeal to 


Kinescopes of 20 subjects, originally used on closed-circuit TV, are in 
steady circulation to medical audiences as shown. 


the 


the husband or wife to guard each other; to 
appeal to neighbor to help neighbor. Many 
men, for example, feel that it is a sign of weak- 
ness to be interested in their own health. But 
they can be inspired to go to the doctor for a 
checkup by a slogan like “a nagging wife can 
save your life.” It is not for themselves that 
they visit the physician—it is to satisfy the 
little woman. 
Films Help in Decreasing Fatalities 


During ten years of distributing its motion 
pictures, the American Cancer Society has kept 
careful statistics on the incidence of cancer 
mortality. The Society has positive proof that 
the rate of female deaths from cancer has actu- 
ally gone down during this time. The percentage 
of cancer cures has risen sharply—from one in 
four to one in three cases. Not all of this prog- 
ress can be attributed to the educational job 
done by ACS films; but there is little doubt in 
the minds of ACS officials that films have 
played their part in helping to roll back man- 
kind’s most dreaded disease. Ld! 


BORROW AND SHOW A CANCER FILM TODAY 
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Superb rubber sculpture of female pelvic re- 
gion for “Routine Pelvic Examination.” 


Camera on Cancer 


Distinghished Record of Production 


Achieved by Audio in Cancer Field 


HE Lire-SaviNG QUALITIES of the Ameri- 
Cancer Society's film program have 
their antecedents in the skills and professional 
quality with which many current and past Can- 
cer films have been endowed by specializing 
film producers. Most outstanding record of 
film production for the American Cancer So- 
ciety and the National Cancer Institute belongs 
to Audio Productions, Inc., New York City. 

The widely-recognized series of early diag- 
nostic motion pictures for physicians produced 
by Audio includes such titles as Cancer: the 
Problem of Early Diagnosis, 30 minutes; Breast 
Cancer, 35 minutes; Gastro-Intestinal Cancer, 
33 minutes; Uterine Cancer, 20 minutes; Oral 
Cancer, 30 minutes; and Lung Cancer, 30 min- 
utes. 

These credits, gleaned from past issues of 
BUSINESS SCREEN, amplify a record which also 
includes the two great public education films 
for women’s audiences: Breast Self-Examina- 
tion, the 15-minute picture which now has more 
than 2,000 prints currently in circulation and 
of which it has been said “it has saved a life 
a day.” 

The second Cancer film for women is the 
recent 18-minute production for the early de- 
tection of uterine cancer, Time and Two 
Women. Other Audio productions are Cytologic 
Diagnosis of Gastric Cancer (21 minutes); the 
recently-released Routine Pelvic Examination 
(15 minutes); and a basic 25-minute teaching 
film for nurses, titled What Is Cancer? 

To the eminent collaborators and ACS staff- 
ers who helped Audio to achieve this distin- 
guished record of production in a field vital to 
every human being, Business SCREEN sends a 
heartfelt “well done!” 


[ 
Where to Get Cancer Films 


| % Films available for public showing on 
| cancer themes are located in 60 divisional 
offices throughout the U.S. Write Ameri- 
can Cancer Society headquarters at 521 
tl W. 57th St., New York 19, for a list. 


A Gala Night at New York's Statler-Hilton As— 


EFLA Awards 45 Blue Ribbons 


Educational Film Library Group Helds Its First American Film Festival 


REETING 700 VISITORS who regis- 
G tered to attend daily screenings, film 

critiques and its Blue Ribbon Awards 
banquet, the Educational Film Library Asso- 
ciation stepped into the film judging arena on 
April 1-4 with its first annual American Film 
Festival, held at the Statler-Hilton Hotel in 
New York City. 

250 motion pictures and 75 slidefilms (film- 
strips) were sent to final screening juries in 
New York by more than 30 pre-screening 
committees around the U. S., who viewed some 
450 entries. A total of 45 Blue Ribbon Awards, 
symbolic of the top choice in their respective 
categories, were shared by 35 motion pictures 
and 10 slidefilms, including dual awards in 
several classifications. 

Elliott Kone Presides at Banquet 


EFLA President Elliot Kone, of Yale Uni- 
versity, presided at the Awards banquet. Mak- 
ing the presentation of Blue Ribbon trophies 
were Howard Thompson, film reviewer of THE 
New York Times; Cecile Starr, reviewer for 
THe SATURDAY ReEviEW; Mrs. Grace Steven- 
son, associate executive secretary, The Ameri- 
can Library Association, and Dr. John Bach- 
man, Union Theological Seminary. 

Business-sponsored motion pictures fared 
well in the Blue Ribbon events, receiving 13 
of the 35 top awards. Three out of 10 Blue 
Ribbon Awards for slidefilms went to business- 
sponsored titles or series. 

There were 32 individual categories, ranging 
from “Agriculture, Conservation & Natural 
Resources” to “Professional Films for the Al- 
lied Medical Professions” for motion pictures; 
nine categories covered subject areas for slide- 
film production, nearly all of them classified 
for school utilization or religious purposes. 


Plan to Show Winners at Festivals 


Winners were honored by repeat showings 
on the fourth day of the Festival (Saturday, 
April 4) and EFLA plans to program these at 
regional 1959 film festivals to be held in Los 
Angeles, New Brunswick, N. J.; Chicago; Mun- 
cie, Indiana; Minneapolis; Fredericton, New 
Brunswick, Canada; and others to be an- 
nounced. 

The first EFLA Festival had an international 
flavor, too, as entries were screened from Den- 
mark, Belgium, Canada, Germany and Vene- 
zuela. 

Emily Jones in Charge of Program 

In charge of the program was Emily S. Jones, 
Administrative Director of EFLA, who reports 
many inquiries for information about the con- 
templated 1960 Film Festival. 

Discussion groups and critique sessions were 
also said to be well attended during the Fes- 
tival period. Heading such meetings were Pro- 
fessor Austin L. Olney, of the Audio-Visual 
Center, University of New Hampshire, who 
led the critique discussions on films for busi- 
ness and industry; and Kathryn Linden, Amer- 


ican Nurses Association a-v leader, who guided 
the sessions on Films in Health & Medicine. 

Here are some of the significant Blue Ribbon 
Award winners from among motion pictures 
and slidefilms judged at the Festival: 


Agriculture, Conservation & Natural Resources 
Winner: Watershed Wildfire 
Produced by the Motion Picture Service of the 
United States Department of Agriculture. 

* 
Citizenship and Government 
Winner: Charting a Course 
Produced by Charles Guggenheim & Associates 
for the Citizen’s Charter Committee of St. Louis. 
* * 
Economics 
Winner: Beyond the Valley 
Produced by John Bransby Productions 
for the Esso Standard Oil Company. 
* * 

Education and Child Development 
Winner: Class of ’58 
Produced for “Twentieth Century” program by 
CBS-TV; sponsored by Prudential Insurance 
Company; and distributed by Association Films. 
* 

Geography & Travel: The Americas 
Winner: Valley of Light: Yosemite 
Produced and distributed by Ford Motor 
Company. 

*” 

Geography & Travel: Lands Abroad 
Winner: Japan 
Produced by the Int'l. Film Foundation 
* 

Guidance and Careers 
Winner: Human Cell & the Cytotechnologist 
Produced by Churchill-Wexler Film Produc- 
tions for the Nat'l Committee for Careers in 
Medical Technology. 
* 

Mental Health 
Winner: Bitter Welcome 
Produced by Affiliated Film Producers for the 
Mental Health Depts., Minn., Louisiana, Dela- 
ware. Distributed by Mental Health Film Board. 
* * 

Nature and Wildlife 
Winner: A Way of Life 
Produced by the Missouri Conservation 
Commission. 

Sports and Physical Education 
Winner: The Melbourne Olympic Games 
Produced by The Jam Handy Organization, Inc. 
for the Coca-Cola Company. 

* 

Architecture and Design 
Winner: Color and Texture and Finish 
Produced by On Film for Aluminum Co. 
of America. 
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Industrial & Technical Processes 


Winner: A Mile to El Dorado 
Produced by MPO Productions for 
Reynolds Metals Co. 


Winner: Refining Nickel From Sudbury Ores 
Produced by Film Graphics, Inc. for the 
International Nickel Company. 
* * 

Sales & Promotion: Agr., Textiles, Etc. 
Winner: 

The Wonderful World of Wash ’n Wear 
Produced by The Jam Handy Organization, Inc. 
for the Whirlpool Corporation. 

* * 

Sales & Promotion: Business & Industry 
Winner: Dial the Miles 
Produced by Frank Willard Productions for 
the Southern Bell Telephone Co. 

* * * 

Institutional Public Relations 
Winner: Fire and the Wheel 
Produced by Parthenon Pictures-Hollywood for 
Socony Mobil Oil Co.; distributed by Modern 
Talking Picture Service, Inc. 

* * 

Sales & Technical Training 
Winner: Blasting Vibrations: Cause & Effect 
Produced by Farrell & Gage Films, Inc. 
for the Hercules Powder Company. 

* * * 

Personnel Training 
Winner: The Voice of Your Business 
Produced by John Sutherland Productions for 
the American Telephone & Telegraph Co. 

* * 

Health for Non-Medical Audiences 
Winner: Varicose Veins 
Produced by Churchill-Wexler Film Produc- 
tions for the American Heart Association. 

* * 

Safety and First Aid 
Winner: The Bicyclist 
Produced by Noriske Film, Jr., Copenhagen 
Winner: Rescue Breathing 
Produced by American Film Producers for 
Lewis and Marguerite Herman. 


SOUND SLIDEFILMS & SILENT FILMSTRIPS 


Social Studies 

Winner: The Battle for Liberty (series) 

Produced by The Jam Handy Organization, Inc. 
* 

Instruction in Skills & Techniques 
Winner: Perception of Driving Hazards 
Produced by Roger Wade Productions, Inc. 
for the Shell Oil Company. 

Promotion and Public Relations 
Winner: Most Useful Hand Tool in the World 
Produced by William P. Gottlieb for the 
Plierench Company of America. 
* * 

Training: Sales, Supervisory, Technical 
Winners: 20,000 Volts Under the Hood; The 
Cranking Circuit; Regulation, Charging Circuit 
Produced by The Jam Handy Organization, Inc. 
for the Delco-Remy Division, General Motors. 
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BUSINESS SCREEN CAMERA: GLIMPSES AT EFLA’S AMERICAN FILM FESTIVAL 


| 


At business films’ critique were Matt Farrell, 
Farrell & Gage Films (1) with F. F. Schmitt of 
Hercules Powder Co., whose film won award. 


Producer John Sutherland (r), receives award 
from film critic Howard Thompson(l), as EFLA 
president Elliott H. Kone looks on. 


Warren Sturgis, Sturgis-Grant Productions (1), 
chats with Gordon Hough (r), of Creole Petro- 
leum Corporation. 


Tom Fisher (1), AT&T, receives award for 
Blue Ribbon winner “Dial the Miles’ from 
Howard Thompson of the New York Times. 


Darryl Miller, American Medical! Assn. (1), pre- 
sents award to Robert Gross, American Film 
Producers, for “Rescue Breathing.” 


Al Boyars, Transfilm, Inc. (/), Merrill Sweet- 
man (ctr), Sweetman Productions, with Dave 
Doyle, Bay State Film Productions (r). 


Awards banquet guests were Nat Campus, 
Campus Film Productions (1), with Raoul Men- 
endez of Peerless Film Processing Corp. (r). 


Alberta Jacoby (1), receives award for Mental 
Health Film Board winner “Bitter Welcome” 
from Darryl Miller, AMA. 


3 
if | 
| 
| 
| 
4 | 
| A az 
33 


by 


LECTERN CHALK BOARD 


CURTAIN 


WINDOW 


PROJECTION 
TABLE 


SHELF 


Floor plan shows seating arrangements 
and projection area at Remington Rand. 


EMINGTON RAND Division of Sperry Rand 

Corporation, 315 Fourth Avenue, New 
York City, recently opened a new and versa- 
tile Audio-Visual Center with the most modern 
devices and equipment for use in all kind of 
meetings as well as screenings. 

The center seats 25 persons comfortably and 
several extra chairs can be added when needed. 
The interior walls are pegboard with fiber glass 
behind for sound absorption and insulation 
against sound transmission. Heavy carpeting 
also helps in sound absorption. Special plastic 
clamps and conventional pegboard hardware 
permit handling pictures or other exhibit ma- 
terial without damaging. A glass chalkboard 


Below: view toward electrically-operated screen, lectern and chalkboard; 
sloping-top, illuminated preview table is shown in foreground. 


Model for Meetings, Screenings 


Audio-Visual Center 
at Remington Rand 


for Conferences or Film Showings 


with cork tack strip at the top and folding 
arms at the chalk rail is provided at the front 
of the room. The arms will support a flannel 
board or other exhibit material. During pro- 
jection sessions, curtains cover the chalkboard. 
Three folding tables are normally stored be- 
hind the curtains. 

One electrically operated screen is masked 
exactly to the 16mm projector and the 35mm 
filmstrip images. A second screen is used for 
slides. When used with overhead projectors, the 
bottom is hooked back to the chalkrail, thus 


Set up for motion picture projection or 
overhead, filmstrip, slide showings. 


slanting the surface to eliminate keystoning. 
The overhead projector is used on a low table 
with the operator seated for minimum inter- 
ference with the audience line of vision. Special 
ash receptacles mounted on the back of the 
chairs provide efficient carpet insurance. 

On the front wall under the chalkboard are 
electrical outlets, a microphone input recepta- 
cle and a signal line input. The mike is used 
for recording a speaker and the signal line 
allows him to operate the 2 x 2 slide projector 


Visual aids manager Fred Beach (left) 
with Glen Mathews, production supervisor. 


or the filmstrip projector from a pushbutton 
on the lectern or held in the hand. 

Placed over the chalkboard and above the 
aluminum eggcrate ceiling are two speakers in 
bass reflex enclosures. An intercom station over 
the lectern allows communication between the 
speaker and projection booth. Spotlights on the 
wail, on either side of the front of the room 
give extra light for chalkboard, flannelboard or 
other exhibit material. They are controlled 
by a switch at the front of the room as well as 
from the booth at the rear. 

A microphone outlet placed in the center of 
the room just above the dropped ceiling permits 
a mike to be hung directly over a conference 
table. A meeting can be recorded on tape and 
later transferred to dictating machine belts for 
transcription. 

Overall room lighting is furnished by fluo- 
rescent lights mounted on the high ceiling. Spe- 
cial incandescent fixtures on the wall are on a 
dimmer. 

At the rear of the room is a custom built 
sloping top preview table seating three people. 
It is equipped with indirect lighting, an inter- 
com station and 3 pushbuttons for operating 
either the 2 x 2 slide projector or filmstrip pro- 
jector. 

The floor of the projection booth is 18 inches 
above the auditorium floor. The projectors 
are placed on a custom built cabinet, bringing 
the axis of the projection lenses well over the 
heads of anyone walking across the back of the 
auditorium. 

Incorporated in the projection cabinet are 


Below: opposite view of Remington Rand Audio-Visual Center shows 
projection port at rear. Seating is arranged for 25 persons. 
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a three speed turntable for records, an amplifier 
and an FM tuner. Complete wiring and 
switching facilities permit the use of any sound 
equipment. The control mechanism for an auto- 
matic filmstrip projector is part of the cabinet’s 
equipment. A monitor speaker and built in VU 


Projection “control center’ cabinet. 


meter enables the projectionist to check his 
sound at all times. The master station of the 
intercom system and all light switches are 
placed to the right of the large booth window. 

Two steel cabinets for storage are on one 
wall of the booth and a small waist high shelf 
with rewinds and splicer are close to the 
operator. In addition to the normal fluorescent 
lighting fixture, a small hooded light gives an 
indirect glow sufficient for normal operation of 
equipment when the overhead lights are off. 

Both microphone and signal run from the 
projection booth to the sound recording booth 
in the nearby motion picture studio. They 
allow the use of a professional type recorder 
which normally is kept in the sound booth. 

Alongside the main door of the auditorium 
is a plate glass bulletin board, 4¥%2 by 8% 
inches. The name of the person or group using 
the room is posted each day using adhesive 
plastic letters. 

When the room is reserved, all information 
concerning the meeting is entered on a form 
and a copy given to the projectionist. Type of 
meeting, number of people, equipment needed 
and desired room arrangement is secured from 
the person requesting the reservation. Ve 


Above: arrangement for conference use shows 
versatility of Audio-Visual Center facilities. 
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TELEVISION PRODUCTION IDEA: 
Van Praag Uses Peel-Away 
Sets for Effective Spots 


ITH THE Cost of television air space 
mounting ever higher, the necessity of 
getting maximum visual impact out of com- 
mercial time is crucial. The show may be great, 
but if the commercials don’t measure up in 
quality and in sales effectiveness, a lot of good 
advertising money is going down the drain. 
One way to get quality is to spend. And 
the amount that can be spent for one TV spot 


Above: room arrangement for set number 2 
with number 3 used as backing (see diagram). 


these days can sometimes approach six figures. 
Another way is to throw more of the produc- 
tion problems to an experienced producer and 
see how he can shave the costs and save the 
quality. 
For CBS Game of the Week Spots 

State Farm Mutual Auto Insurance Com- 
pany, largest auto insurance company in the 
country, is sponsoring the Baseball Game of 
the Week on CBS during the current season. 
Seven one-minute spots, each with different 
sets, were required for this show, and agency 
Needham, Louis & Brorby, Inc. took the pro- 
duction problems to Van Praag Productions 
with orders to maintain top pictorial quality, 
(CONCLUDED ON PAGE FIFTY-FIVE) 


Above: view shows set number 1 with set 
number 3 seen through archway 
at rear of picture. 


Below: floor diagram shows camera position and placement of six efficient peel-away sets . . . 
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Headliness: (/ to r) Jack Smith, IFPA secretary; John D. Rogers chr. 


standards comm.; Jay Gordon, president; Sandy Warner, awards hostess; 


Robert Gunther, vice-president; Julian Ely, program chairman, 


Industry Film Producer Awards 


Aerojet-General, Convair. Lockheed and North 
American Share Honors at Second Annual Event 


ONORING the top five films 

of the year produced by 
member companies the Industry 
Film Producers Association, com- 
posed of industry and government 
motion picture department person- 
nel, held its second annual awards 
program in Hollywood on March 
20. 

The event was held in the audi- 
torium of the Institute of Aero- 
nautical Sciences before an audi- 
ence of 450. Winning companies 
were Aerojet-General, Convair, 
Lockheed Aircraft and North 
American Aviation. 

Dr. Henry L. Richter, Jr., staff 
engineer of the California Institute 


Below: Alex T. Burton, v.p., North 
American Aviation, receives award 
from Dick Joy and Sandy Warner. 


of Technology's Jet Propulsion 
Laboratory (a foremost authority 
on satellites and space vehicle 
guidance) delivered the principal 
address. Dr. Richter cited the new 
significance of motion pictures and 
other audio-visual communication 
tools in the Space Age. 


Lockheed Wins Two Awards 


Awards in the form of bronze 
plaques were presented by master 
of ceremonies Dick Joy, radio and 
tv personality, assisted by actress 
Sandy Warner. The top award of 
industrial public relations films 
went to the Georgia Division of 
Lockheed Aircraft Corporation for 


Below: Robert Strickland, Georgia 
Div., Lockheed (right) receives a 
plaque for “The Big Stick.” 


The Big Stick, film story of the 
huge Air Force C-130 prop-jet 
transport plane. The California 
Division of Lockheed won the top 
award in sales promotion films 
with The Electra Propulsion Story, 
an account of the development of 
the power plants for the new prop- 
jet airliner, the Lockheed Electra. 

First award for training films 
went to Aerojet-General Corpora- 
tion for its animated film, /nfra- 
Red. Judged best in the technical 
information category was F-/02A 
Turnaround Reservicing, produced 
by the San Diego Division of Con- 
vair, a Division of General Dy- 
namics Corporation. 

A special award was given to 
North American Aviation, Inc., 
for its public service film, The 
Widest Horizon, in the category of 


Above: Walter C. Smith, Mer., 
Marketing Adm., California Di- 
vision of Lockheed, acknowledges 
award for “Electra Story.” 


films produced jointly by an in- 
dustry film department and a com- 
mercial film producer. This report 
on America’s progress in the Space 
Age was produced by North 
American in association with Mc- 
Namara Productions and Royal 
Arts Studios of Hollywood. 


Movies’ 70th Anniversary 


IFPA President Jay E. Gordon, 
of North American Aviation, 
called attention to 1959 as the 
70th Anniversary of the invention 
of the motion picture camera and 
projector, the strip kinetograph in- 
troduced in 1889 by Thomas A. 
Edison. Describing Edison as the 
father of motion pictures and 
America’s greatest problem-solver, 
Gordon called the industrial film 
the greatest tool for communica- 
tion problem-solving in the tool 
kit of American business. 

Awards screening committee was 
headed by Jack R. Smith, motion 
picture department head, Ramo- 
Wooldridge Corporation, and in- 
cluded Stan Malotte and Prof. 
Ernest Rose. i: 


Use High-Speed Cameras 
to Record Hail Tests 


vw An aircraft and missile com- 
pany is using a high-speed motion 
picture camera to “slow down” 
fast-acting laboratory tests so they 
can be observed with the naked 
eye, reports a recent issue of 
Planes, official publication of the 
Aircraft Industries Association of 
America, Inc., national aircraft 
trade group. Film can travel 
through the camera at over 140 
miles an hour, the publication 
says. 

Current project of the aircraft 
company’s motion picture section 
is to “stop” the flight of 600 mile- 
per-hour hailstones fired from air 
guns at exposed surfaces of a jet 
transport now being tested. 


Seat and Impact Testing 


Past projects have _ included 
shots during “chicken-firing”, seat 
impact, and head impact tests for 
the jet; performance of ballistic 
missile components; canopy and 
seat ejection and missile firing of 
two fighter planes, as well as 
rocket sled tests. 

In the hailstone destruction test 
two 16mm cameras shoot 100-ft. 
of film in a half-second to capture 
faster-than-eye action. Developed 
motion pictures then expand the 
half-second of action to 3 minutes 
to give observers a detailed ac- 
count of the motion. 

In the slowed-down views, the 
hailstones, with speed reduced by 
200 times, seem suspended in air. 
From the films it can be easily 
seen if they are of proper frozen 
consistency, or if they are dis- 
integrating into soft snow, too 
weak for valid tests which deter- 
mine structural weaknesses of 
parts before they are accepted for 
installation. 


Calculate Speed Off Fim 

By filming the flight of hail- 
stones or other fast-moving objects 
across a lined grid, the speed can 
be calculated accurately from the 
movie shots. Timing marks, called 
“light pips”, are registered along 
the length of the film at 100, 120 
or 1,000 marks a second as an- 
other timing device to tell just how 
fast an object is moving or the 
length of time of an event. 

“Chicken-firing” tests for the jet 
transport are conducted on differ- 
ent types of transparent material 
to find out which kind will stand 
up best when unlucky birds are 
dashed against the plane’s wind- 
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shields. Live chickens, of about 
4 lbs. in weight, are chloroformed 
and fired through compressed air 
guns to simulate impact of live 
birds in flight. 

One camera is positioned to 
catch speed of the birds as they 
shoot across the white-lined grid, 
while a second camera in the cock- 
pit snaps the windshield at mo- 
ment of impact to show pattern of 
cracks or breakage. 

The high-speed photographic 
technique has also been used with 
remarkable success to iron out 


problems in development of new 
cutting tools. Slowed-down movies 
of the new higher-speed tools 
which revolve at 3,600 r.p.m.— 
faster than the eye can follow— 
clearly show just how the chips are 
falling and from what angle. 
Defective blades are detected 
instantly when the action is slowed 
on film to one revolution in every 
2 seconds. Information gained in 
a single test and flashed on the 
motion picture screen is often suf- 
ficient to guide re-design of cut- 
ters for perfect operation. ae 


Arctic Journey of the Nautilus 


E OF MAN’s SUPREME achieve- 

ments in his history-long 
struggle with the sea—the nuclear- 
powered submarine USS Nautilus 
—is the hero of a new motion pic- 
ture released by Autonetics, a divi- 
sion of North American Aviation, 
Inc. 

Entitled, Nautilus Arctic Pas- 
sage, the 14-minute, color and 
sound film was produced by the 
Autonetics’ Motion Picture De- 
partment, using official U.S. Navy 
footage photographed on the sub- 
marine’s recent voyage from Ha- 
waii to England via the North 
Pole. 

The use of sounds, recorded en- 
route by the submarine’s person- 
nel, adds to the documentary qual- 
ity of the film. Most effective is the 
sound of the voice of Commander 
William R. Anderson, Nautilus 
skipper, as he gave the countdown 
at the exact moment of the polar 
crossing by the submarine. 


Autonetics’ interest in the cruise 
stems from the use of an inertial 
navigation system on the ship, de- 
signed, built and installed by the 
company. Two Autonetics’ engi- 
neering experts made the cruise to 
insure constant operation, as the 
Nautilus was the first combatant 
ship in history to use inertial navi- 
gation. 

The film was written and direct- 
ed by Jay Gordon, Autonetics’ 
Motion Picture supervisor, edited 
by Bob Chenoweth, with additional 
scenes photographed by John 
Rogers and Stu Hufford. Vic Per- 
rin narrated the film. The coopera- 
tion of the U.S. Naval Photo- 
graphic Center also is credited in 
the picture. 

Available for public, non-theatri- 
cal and television use, Nautilus 
Arctic Passage may be obtained 
free upon request to Public Rela- 
tions, Autonetics, Downey, Cali- 
fornia. 


Cdr. William R. Anderson, skipper of the nuclear-powered Nautilus, 
points to chart showing course of his ship on epic Polar voyage. 
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Color cameras probe the “world of tomorrow’ 


to illustrate future alumi- 


num design ideas for Alcoa’s “A Product of the Imagination.” 


Look Into Aluminum’s Future 


“A Product of the Imagination” Is Aleoa’s Latest 
Sereen Portrayal of Aluminum’s Discovery and Use 


Sponsor: Aluminum Company of 
America. (Alcoa). 

TitLeE: A Product of the Imagina- 
tion. 26 min., color, produced 
by Wilding Picture Productions, 
Inc. 


yr For eons, aluminum was locked 
in rocks, ores and clays while the 
history of many civilizations was 
written and forgotten. Then the 
curiosity of man found a key to 
its discovery, production and de- 
velopment leading to the global 
uses of the metal in our time. 

In the Aluminum Company of 
America’s newest color film addi- 
tion to its library of sound motion 
pictures, A Product of the imagi- 
nation, the story of the discovery 
and use of aluminum is told in 
terms of interest to age groups 
ranging upward from the sub- 
teens. 

The movie begins with Adam 
and Eve marveling at the wonder- 
ful and frightening world around 
them. Eve’s questions prompt 
answers from Adam and he tells 
how for thousands of years, man 
did not even suspect that aluminum 
existed. 

The probing color camera high- 
lights Adam’s story as he tells Eve 
how the light metal was eventually 
unlocked from its natural com- 
pounds to become the versatile 
metallic element in universal use 
today. 

The many processes by which 


aluminum is made to serve are 
detailed from mine to finished 
product. Viewers watch the metal 
through its many lives as it is 
being forged, cast, rolled, drawn, 
extruded and impacted and at the 
same time, the viewers absorb 
much of the 70-year-old aluminum 
industry’s past and present. 
Explores Future Designs 

The future is also touched upon. 
The film explores a world of to- 
morrow in which creations in alu- 
minum design are shown in exist- 
ence, removed from their present 
status on drawing boards in the 
forecast creations divisions of the 
sponsoring company. 

The film is complemented by an 
original musical score by Lloyd 
Norlin and played by a 28-piece 
recording orchestra. The film, in 
production for two years, was pro- 
duced by Wilding Picture Produc- 
tions, Inc. The writer was Sam 
Beall and direction was by Kirby 
Grant and Randy Hood. Camera 
work was by John Teske and nar- 
ration by Web Howard and Lee 
Phillips. 

Also Has a 35mm Version 

The picture is in 16mm sound, 
with a 35mm Eastman color neg- 
ative available. Organizations de- 
siring to borrow A Product of the 
Imagination may write the Motion 
Picture Section, Aluminum Com- 
pany of America, 1501 Alcoa 
Building, Pittsburgh 19, Pa. a 
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Producer Elda Hartley checks the scene (left background) as the camera 


is set for a sequence in new Container Corp. picture. 


A Taste of Hawaiian Cookery 


A Colorful TV Film Promotes Luau Parties at Home 


Sponsor: Container Corporation. 
TitLe: Let's Have a Luau, 5 min., 
color, produced by Hartley Pro- 
ductions, Inc. 
vy Hula girls and palm trees, terri- 
yaki sticks and Muu-Muus along 
with modern paper packaging are 
featured in this new film which 
is aimed at television audiences. 
Combining exotic dishes with mod- 
ern kitchen planning, the film is 
the latest of a series made for 
Container Corporation to show the 
advantages of the dispensable pa- 
per and plastic container, Vapocan, 
to a wide women’s audience. 
Following an introduction show- 
ing hula dancers filmed on loca- 
tion in the Hawaiian Islands, Selma 
Halpern, the film’s hostess, appears 
on the screen dressed in a tradi- 
tional Muu-Muu, or Mother Hub- 


bard dress, to stress the Hawaiian 
theme of relaxed informality. The 
preparation of authentic Hawaiian 
recipes is shown in appetizing 
closeups, using Vapocans to store 
the ingredients prepared in ad- 
vance for efficient planning. The 
plastic top is used as a writing 
surface on which to note the con- 
tents and the date stored—a fur- 
ther planning refinement. 

Elda Hartley, the film’s pro- 
ducer, reports that an earlier film, 
Planned-Overs, also made for Con- 
tainer Corporation, has had over 
278 showings on tv stations, and 
is still doing well. Shortly after its 
release, J. S. Doughty, Container 
Corporation’s advertising manager, 
reported local business increases 
“directly traceable to the use of 
our tv film” over local stations. 


Sales Booster for G E Vacuum Cleaners 


Sponsor: General Electric Com- 
pany, Vacuum Cleaner Depart- 
ment. 

TITLE: Professional Vacuum 
Cleaner Salesmanship, 

min., color, produced by Sweet- 

man Productions. 


vy General Electric sells its vac- 
uum cleaners entirely through de- 
partment, appliance and specialty 
stores. Surveys and personal con- 
tacts disclosed that many retail 
salespeople were not presenting the 
product properly to customers. So 
the company decided that a film 
that its district representatives 
could show to store sales groups 
would help solve this problem. 


The film was, therefore, de- 
signed with two objectives: (1) io 
impart some basic sales training 
principles; and (2) to picture prod- 
uct information and sales points 
of G-E’s new C-7 cleaner. 


Opening with a limited anima- 
tion sequence, the picture illus- 
trates how the itinerant peddler of 
early days developed his door-to- 


CASE HISTORIES OF CURRENT SPONSORED FILM PROGRAMS 


door selling methods. It goes on 
to show that today it is the cus- 
tomer who goes from store to store 
shopping for the best values, mak- 
ing her dollars count. 

Animated sequences next depict, 
from actual happenings, some of 
the wrong selling techniques com- 
mon among retail stores. Each 
incident carries a lesson. Then the 
“QUOTA” system of selling is 
explained: Qualify the customer, 
Understand her problems, Over- 
come her objections, Tell her the 
product features, and Ask for the 


order. Each step is illustrated 
with positive selling methods. 

Final sequence in the film is a 
live demonstration of the new C-7 
vacuum cleaner, in sync sound, 
with George Bryan as the sales- 
man. He presents the cleaner’s 
sales features in a way that sales 
people can apply in their own way 
with their customers. 

The film is being shown nation- 
ally by G-E representatives at 
breakfast and luncheon meetinsg of 
store sales people, and at group 
meetings in retail stores. a 


Raising Barriers to Agreement 


“The Engineering of Agreement” Aid to Management 


ve The Engineering of Agreement, 
a 22-minute color motion picture 
designed for use in management, 
supervisory and sales training, has 
been produced by Roundtable Pro- 
ductions. 

The film dramatizes and ana- 
lyzes the process of interpersonnel 
communications, and emphasizes 
effective ways to overcome bar- 
riers to agreement. 

One man fails in his attempt to 
get agreement from another be- 
cause he is unable to see the other 
person’s point of view. After he 


Above: a dramatic analysis of 
errors in the approach. 


is counseled on the techniques of 
“engineering agreement,” the epi- 
sode is re-enacted. This time he 
is successful by using three basic 
techniques: open questions, re- 
phrasing what the other person has 
said, and directive questions. 
Following this presentation is a 
4-minute trailer, What Would You 
Say?, that presents 10 open-end 
statement situations designed for 
on-the-spot practice by viewers. 
The film makes the point that, 
whether we are dealing with as- 
sociates or customers, superiors or 
subordinates, the process of ob- 
taining agreement is vital to the 
satisfaction of our needs and 
wants. Content of the production 
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Above: this first interview failed 
to reach agreement . . 


has been drawn from accepted 
psychological principles. 

The complete program, which 
includes the two films, The Engi- 
neering of Agreement and What 
Would You Say?, plus study 
guides, is priced at $240 in color 
and $140 b/w. Separately, the 
main film (18 min.) is $225 (col- 
or) and $124 (b/w); practice 
trailer is $35 (color) and $25 
(b/w). Source is Roundtable Pro- 
ductions, 139 S. Beverly Drive, 
Room 133, Beverly Hills, Cali- 
fornia. 


Premiere Renault 
Film at Auto Show 


vx A 20-minute color film 
titled The Import of Small 
Cars was premiered at the 
International Automobile 
Show April 4-12 at the 
Coliseum in New York 
City. 

Produced for Renault 
by Allend’or Productions, 
the film is designed to show 
the American consumer 
the advantages of purchas- 
ing small foreign automo- 
biles like the Renault 
Dauphine. 
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Acushnet Gets Screen Results 
Vice-President Finds Film “Valuable Sales Tool” 


Sponsor: Acushnet Process Com- 
pany. 

TiTLE: Molded Rubber, 20 min., 
color, produced by Bay State 
Film Productions, Inc. 

vx Molded Rubber is a wonderful 

example of a straightforward, non- 

frilly film that is doing a job. It 
stands on its own feet, gets itself 

shown a few thousand times a 

year, and produces results far be- 

yond the sponsor’s original expec- 
tations. 

Acushnet, one of the country’s 
larger molders of soft rubber parts 
for a wide variety of finished prod- 
ucts, has been using its film for 
several years. The picture, a de- 
tailed but concise treatment of 
manufacturing processes, shows 
each operation in the production 
of precision-molded rubber and 
synthetic rubber parts. Although 
the subject is highly technical in 
most of its aspects, the story is 
simply and clearly narrated and 
expertly filmed to interest and in- 
struct non-technical as well as 
technical audiences, and create 
good-will for Acushnet. 

But the value of a film like this 
lies more in its actual tangible ac- 
complishments than in just gener- 
ally creating good-will. Here is 
what Karl P. Goodwin, vice-presi- 
dent of Acushnet, has to say: 

“A sale is usually, in our busi- 
ness, at least, the result of some 
years of work by a good sales 
force, competent engineers, as well 
as adequate selling tools. I don’t 
think we could ever say that any 
individual sale was made on the 
basis of only one of these three 
ingredients, but our film has un- 
doubtedly been one of our most 
valuable sales tools. I am sure we 
are doing business with many ac- 
counts where we would still be 
knocking at the door without it. 

“For example, our sales force 
and our technical people called for 


five years on a division of one of 
the largest automobile manufactur- 
ers without success. Within a 
matter of weeks after showing our 
film to a group of their engineers 
and purchasing people, we landed 
our initial order from them. Since 
that time, we have done many 
hundreds of thousands of dollars 
worth of business with them; this 
account alone would justify our 
having purchased the film. 

“In another instance, a manu- 
facturer of valves came to us, and 
we are his sole source of rubber 
as the result of our having shown 
our film to a group of engineers 
working for one of his customers. 
The engineers recommended, after 
seeing our film, that we might be 
the solution to the problem which 
had been preventing him from sell- 
ing his valves to them 

“There are numerous other in- 
stances of specific accounts in 
which the showing of the film has 
played an important part. How- 
ever, all in all, we have shown our 
film to upwards of ten thousand 
purchasing people and engineers, 
and I am certain that the greatest 
gains we have made from the film 
are actually unknown to us. I am 
certain there are many people who 
are doing business with us today 
on whom the effect of seeing the 
film has been substantial, but 
which we cannot directly trace." 


Below: a scene in “Molded Rub- 
ber” produced by Bay State. 


Dow Presents a Picture on Latex Paint Line 


vr Dow, a leading manufacturer of 
latex (a rubber-like plastic ma- 
terial) for paints, is now showing 
a new film on the subject to con- 
sumers, paint manufacturers and 
dealers. 

The film traces the evolution of 
paints from the early attempts to 
put natural colors on surfaces. 

A fantasy in pantomime, To 
Please A Woman uses Harlequin’s 
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attempts to decorate his woodland 
bower and please Columbine to 
show the historic development of 
paint. 

Featuring dancer Daniel Nagrin, 
the film was photographed on 
16mm. Anscochrome. It will be 
available for free distribution to 
all audience groups and public 
service television through Associ- 
ation Films, Inc. ng 


1959 


Above: Sam Bear (center) listens 
to some bad advice from a tout. 


. . and lands in the pokey when 
he bets the vitamin money . . . 


Helping Build Vitamin Sales 


MeKesson & Robbins “Soft-Sell’” With TV Cartoon 


Sponsor: McKesson & Robbins, 
Inc. 

TitLe: A Sure Thing, 13-min, col- 
or, produced by Pelican Films, 
Inc. 

vy This amusing quarter-hour car- 

toon designed for public service 

television has two functions: It is 
forcefully hard-sell—for vitamins; 
and it is gracefully soft-sell for 

McKesson-Robbins, who make 

“Bexel” brand vitamins, among 

other things. 

Sam Bear, our hero, goes off 
to the drug store for vitamins for 
his youngsters. On the way he runs 
into a tout who tips him on a wise 
wager at the County Fair races. 
“*Hello Hanover’ can’t lose!” 
(“Hello, yourself,” says Hanover. ) 
Sam is doubtful—Doc Stork re- 
minds him that vitamins are most 
important for growing youngsters 
of 4 to 14 and daily doses are a 


wise precaution. But Hanover 
wins and Sam bets the vitamin 
money. To find out how he got 
out of this jam see your local TV 
station sometime soon—A Sure 
Thing is currently a hot item. 

Films of this type are becoming 
more widely used all the time. The 
“curse” of commercialism is re- 
moved because the sponsor is con- 
tent to be quite modest in his own 
credits, but the generic product 
line can be advertised as strongly 
as possible. If the films are enter- 
taining enough, as this one is, they 
make highly acceptable filler mate- 
rial for a wide variety of television 
programming. 

Drug stores get a nice boost in 
A Sure Thing, too. Thus, the film 
becomes a most useful dealer rela- 
tions activity for McKesson-Rob- 
bins, in addition to its effect on the 
consumer audience. Wd 


Career Call for Insurance Men 
National Life Shows Future With Sound Slidefilm 


Sponsor: National Life Insurance 
Company. 

TITLE: Your Future with National 
Life, ssf, color, 17-min, pro- 
duced by H. D. Rose & Co. 


vy Small but fast growing National 
Life of Vermont has been faced 
with a difficult problem of recruit- 
ing high quality men for careers as 
agents. Coupled with the increas- 
ing reluctance of college graduates 
to go into any sort of selling jobs, 
the fact that National Life (22nd 
in size among life insurance com- 
panies) is not as well known as 
many of its giant-sized competi- 
tors has caused the company to 
find far too few good prospects 
knocking on its doors for jobs. 

In seeking new agents, National 
Life has found it profitable to ex- 
plain the advantages of insurance 


selling to men in other fields, to 
encourage good men to switch 
from jobs they don’t like. One tool 
in this activity is a sound slidefilm 
now being shown throughout the 
country to likely prospects. 

Your Future with National Life 
explains how such men as a former 
school teacher with salary so low 
he couldn't support his family, a 
food salesman who had to travel 
constantly, a football coach whose 
security was only as good as last 
year’s backfield, and a junior 
executive in a manufacturing com- 
pany with a tight table of organiza- 
tion found a good income and life- 
time security as National Life 
agents. 

One big advantage the company 
offers is a training program for 
new agents at its Montpelier head- 
(CONT'D ON FOLLOWING PAGE) 
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NATIONAL LIFE RECRUITS SALESMEN WITH SLIDEFILM: 


quarters that is considered to be 
one of the finest in the insurance 
field. But while the film stresses 
the many positive aspects of life 
insurance selling it doesn’t fail to 
point out that agents must be pre- 
pared for night calls, work on 
week-ends and the necessity for 
much selling to be self-starting. 

Each of 75 offices of the com- 
pany maintains a projector (Du 
Kane) and National Life branch 
managers have shown the film at 
Rotary and other service clubs, 
making good use of it for pre- 
conditioning all applicants before 
interviews. 


Appearing in the film (which 
won a Second Award in the Em- 
ployee Relations category of the 
1958 National Sales Presentation 
Awards) are President Deane C. 
Davis, Vice President in charge 
of agents, Clyde R. Wellman and 
Executive Vice President L. Doug- 
las Meridith. 

Your Future with National Life, 
a believable film, succeeds in 
bringing the prospect closer to the 
company by talking almost with 
him in a friendly conversational 
style, rather than at him. This 
mood is heightened by purpose- 
fully “non-slick” photography. 


Film Story of “The Monitor” 


Respected Newspaper Observes a 50th Anniversary 


Sponsor: The Christian Science 
Monitor. 

TITLE: Assignment; Mankind, 28 
min., color, produced by Irving 
M. Lesser. 

vw The “Boston Monitor” is a most 

unusual kind of newspaper—a lo- 

cal daily in its home city, it is in- 
ternational as no other newspaper 
is; owned by a religious body, it is 
non-sectarian in its outlook; high- 
ly dignified, it is also sprightly. It 
is most of all a good newspaper— 

a newspaperman’s newspaper. 
This is the 50th year since the 

Monitor’s founder, Mary Baker 

Eddy, said in the paper’s first edi- 

torial that “the Monitor's object 

is to injure no man, but to bless 
all mankind.” For its Golden An- 
niversary, the Monitor has a new 
film which takes viewers all over 
the paper’s world-wide beat, and 
from Editor Erwin D. Canham’s 
office to the newsboys on Beacon 

Street and the Monitor-displaying 

kiosks on the Seine. 

For its framework, Assignment: 
Mankind tells of a day in the life 
of the paper. Afier a brief round- 
the-world prologue, the picture 
moves into the editorial department 


as early morning bulletins and 
schedules send the wire room clerk 
on his rounds in the news room. 
The camera records typical activi- 
ties in the composing room and 
press room as well as editorial, 
business, advertising and circula- 
tion departments. 

Taking a look at Monitor corre- 
spondents on the job, Assignment: 
Mankind visits Washington, De- 
troit, the United Nations, and cit- 
ies in the United Kingdom, Eu- 
rope, the Middle East, South 
Africa, Australia and South Amer- 
ica. The overseas “film dispatches” 
were photographed by local cam- 
eramen and airshipped back here 
for incorporation in the finished 
picture. 

Among the VIPs who appear in 
the film are Vice-President Nixon, 
Senator Lyndon Johnson, Dag 
Hammarskjold, Paul-Henri Spaak, 
and many others. 

Credits include Jack Alexander, 
producer-director; John Beaufort, 
scriptwriter; Anthony Quayle, nar- 
rator; and Louis Applebaum, who 
composed and directed the score. 

Distribution plans for the film 
are still being formulated. ny 


U.S. Rubber Shows New Tire Pointers 


Short Color Film Briefs Prospects on Royal Master 


Sponsor: United States 
Company. 

TitLe: The Greatest Tire Advance 
in More Than Ten Years, 8 min, 
color, produced by Wondsel, 
Carlisle & Dunphy, Inc. 

vy The title of this film succinctly 

sums up its contents. U.S. Rubber 

believes its new Royal Master 
tires are far more than a minor an- 


Rubber 


40 


nual improvement but a revolution 
in tire-making equivalent to the 
emergence of the first balloon tires 
in the late 1920’s or the extra-low 
pressure type first introduced in 
1947. 

Walter Cronkhite narrates the 
film and describes the modern fast 
turnpike driving conditions for 
which the Royal Master was de- 


signed. The tire, itself, is seen as 
a low-profile type, with a wider 
tread than previously seen. 

U.S. Rubber dealers, who have 


had considerable success with con- 
tinuous rear projection machines 
in their show rooms, will thread 
up this new film for use in 1959. & 


Sponsor: F. H. McGraw & Com- 
pany. 

TITLE: Of Men and Machines, 28 
min., color, produced by Cole- 
man Productions. 


ve The McGraw Company, major 
industrial engineers and construc- 
tors, is using this film as a record 
of two plants the company has 
constructed in the past year for 
Olin Mathieson Chemical Corp. 
and Ormet Corp. at Burnside, La., 
and Hannibal, Ohio. 

It is anticipated that the docu- 
mentary will have sufficient gen- 
eral interest to warrant distribution 
to television stations across the 
country as well as to engineering 
schools and colleges, private 
groups, and to potential clients in- 
terested in a visual, moving record 
of how a complex industrial con- 
struction assignment was carried 
out. The Ohio Valley project, for 
instance, took two years and eight 
million man-hours to complete, 
and cost $110,000,000. 

This film production marks the 
second time that the McGraw 


Project Record for Industrial Builder 


company has participated in mo- 
tion pictures. Several years ago 
the company shared in the produc- 
tion of a film on the City of Hart- 
ford—Welcome to Hartford. In 
this film, which has had wide dis- 
tribution through television sta- 
tions across the country (shown 
112 times in 86 cities), the com- 
pany was portrayed as one of the 
leading industrial institutions of 
Hartford. Under the auspices of 
the United States Information 
Agency, three prints of the Hart- 
ford film are presently being shown 
abroad as part of the USIA’s film 
program. 

For Harry Coleman, a veteran 
producer of many motion pictures 
in the U.S. and abroad, the assign- 
ment wasn’t an easy one. To 
achieve comprehensive coverage, 
he had to climb (with full equip- 
ment) to the highest girders, lean 
from open doors of low-flying air- 
planes, slosh through knee-deep 
mud, and work from small boats 
in flood-swollen rivers; but he con- 
siders it to be “the most interest- 
ing picture I ever shot.” a 


Sponsor: Savings Banks Associa- 
tion of Massachusetts. 


TitLe: The Money Tree, 17 min., 
color, produced by Bill Sturm 
Studios, Inc. 


vy This film follows a young de- 
scendant of an old Boston sea 
captain and his charming wife, 
who has found a coin buried by 
his great-great-great-great grand- 
mother in the 19th Century de- 
spite the protests of her husband, 
the sea captain. The old salt was 
angry in the 19th Century and 
still appears peeved. All three ac- 
companied by the boy’s father 
visit a modern savings bank to 
find out what the coin would have 
been worth had it been deposited 
instead of buried. 

The visit to the bank shows the 
many services of the modern sav- 
ings bank. Unfolded also is the 
story of compound interest, the 
tree on which money grows, and 
what the coin would be worth to- 
day if it had been deposited in 
a savings bank ’way back then. 
The final value will astound some 
most conservative estimators. 


Massachusetts Banks Plug for Savings 


This film has now been in use 
in Massachusetts for the past year. 
Since the story told may be use- 
ful to savings banks of other 
states, Sturms Studios has received 
permission from the Massachusetts 
group to make revised versions. 
One has recently been completed 
for the Savings Banks Association 
of the State of New York. 

Since the film follows a story 
line, and a story must take place 
somewhere, it follows that histori- 
cal Boston, with the Provident In- 
stitution for Savings as the first 
chartered savings bank in the 
United States, is the best locale. 
no matter what association of 
banks sponsors the project. Minor 
changes relate the story to local 
activities. In the New York ver- 
sion shots of the new Thru-Way 
and other recognizable features of 
the state point up the story of 
New York banks. 

Upon payment of a nominal 
royalty to the Savings Banks As- 
sociation of Massachusetts, other 
groups may have Bill Sturm 
Studios “customize” The Money 
Tree for them. ye 
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It’s the Picture That Counts... 


and currently the following companies are counting on MPO 
to meet corporate objectives through motion pictures:* 


. AMERICAN AIRLINES KAISER ALUMINUM & CHEMICAL CORP. 
a AMERICAN INSTITUTE OF CPA’S LEVER BROTHERS COMPANY 4 
ASSOCIATION OF PACIFIC FISHERIES MONSANTO CHEMICAL COMPANY Productions, Inc. “ 
: EVINRUDE MOTORS REMINGTON ARMS COMPANY | 
FORD MOTOR COMPANY REYNOLDS METALS COMPANY in NEW YORK CITY 
GENERAL MOTORS CORPORATION UNION CARBIDE CORPORATION 15 East 53rd Street 
a GREATER NEW YORK FUND UNITED STATES AIR FORCE MUrray Hill 8-7830 
GULF OIL CORPORATION U.S. FISH & WILDLIFE SERVICE e 
HAMILTON WATCH COMPANY UNITED STATES STEEL CORPORATION in HOLLYWOOD 


: 20 to 30 minutes in length. POplar 6-9579 
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A Public Service Film 

on Stock Investment 

Sponsor: Merrill Lynch, Pierce, 
Fenner & Smith. 

TitLe: Mr. Webster Takes Stock, 
28 min., b/w, produced by Dal- 
mas Productions. 


vr Coming home from a routine 
out-of-town business trip, Clifford 
Webster learns that his 14-year- 
old son is bent on “playing the 
stock market.” At least that is 
what Cliff Webster thinks. 

But young Skip Webster is seri- 
ous, determined not to “play the 
market” but to invest the $400 he 
has saved toward his education. It 
seems that in his economics course 
at the local high school he has 
made a field trip to Wall Street 
and the New York Stock Ex- 
change. As a result, Skip has be- 
come interested in sound invest- 
ing. 
How it all works out can be 
seen in Merrill Lynch’s new film, 
Mr. Webster Takes Stock. But be- 
fore Mr. Webster becomes (you 
guessed it) a serious investor him- 
self, the film shows, play-by-play, 
how stocks are bought and sold on 
the floor of the Exchange. 

Distribution of the film is by 
Sterling-Movies U.S.A. 


Pictorial Log of Trailer 
Touring Up to Alaska 


Sponsor: Mobile Homes Manu- 
facturers Association. 

TitLe: Alcan Trailer Trek, 1314 
minutes, color, produced by 
Kennedy Productions, Inc. 


v Last summer, six travel trailers 
and a cargo unit left Chicago, en- 
tered Canada at International Falls, 
and headed west across Canada. 
Two days later, five sports-type 
trailers headed north from Los 
Angeles. The two caravans met on 
schedule in Dawson Creek, British 
Columbia, and proceeded north 
and west on the Alaska Highway 
to Anchorage. 

These northbound trailers were 
on a travel and fishing trip spon- 
sored by Mobile Homes Manufac- 
turers Association to help popular- 
ize trailer travelling. Occupying the 
trailers were writers of outdoor and 
fishing articles for newspapers and 
magazines. 

Completing the promotional 
coverage, motion picture footage 
recorded the vacation adventure. 
Fitted to a script by Russell H. 
Burke, the film was edited to 13- 
minute length for television. Now, 
potential trailerites not only can 
read about the trip, they can ride 
along. 
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Light Touch “Sells” an Industrial Safety Idea 


Sponsor: Lehigh Safety Shoe 
Company. 

TiTLe: Mischief Afoot, 23 min., 
color, produced by Victor Kay- 
fetz Productions, Inc. 


This film is a humorous ap- 
proach to the deadly-serious sub- 
ject of industrial safety. “We 
feel that our educational and sales 
efforts will prove more acceptable 
to industrial workers if we make 
an entertaining film that sugar- 
coats our safety message,” says 
Frank Griswold, Lehigh Company 
manager, and president of the In- 
ter-American Safety Council. 
Although prepared with the 
cooperation of the National Safety 
Council, it was decided to test the 
acceptability of the film before re- 


lease in a meeting of prominent 
safety engineers from the steel 
aviation, atomic energy and public 
utilities industries. The engineers 
were almost unanimous in ap- 
proving the humorous approach to 
this serious problem. 

The film tells of two industrial 
workers and the sister of one of 
them—and some of their personal 
problems and adventures. 

In addition to the parts played 
by the professional actors and 
actresses, the film has animated 
cartoon sequences and an ani- 
mated sequence showing the con- 
struction of a safety shoe. 

Prints are available on loan with- 
out charge from the Lehigh 
Safety Shoe Company, Emmaus, 
Pa. 


when your films 
are out of circulation 


...is the best time for you to have 
us remove scratches, correct 
brittleness, repair sprocket holes, 
remake dried-out splices. 


Then, thoroughly reconditioned, 
your prints will be ready for hard use 


again in the fall. 


Of course, before proceeding 
we tell you the cost...SEND 
US YOUR PRINTS NOW. 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


— A National Problem — 


Mental Health Facilities 

Sponsor: Smith, Kline & French 
Laboratories. 

TITLE: A World Alone, 30 min., 
color, produced by Gerald Pro- 
ductions. 

v This film is an unusual blend 

of the abstract and documentary, 

depicting the loneliness of mental 
patients in a typical mental institu- 
tion. By the use of light and 
shadows to convey mood, stylized 
sets, and a musical score, the film 
dramatizes the dilemma of pa- 
tients hampered by inadequate 
facilities and not enough personnel. 

Cameramen were given free rein 
to follow patients’ activities both 
inside and outside the buildings of 
the Cleveland State Hospital, 
where the documentary portions of 
A World Alone were filmed, with 
the cooperation of Dr. William C. 
Grover, superintendent. The pres- 
ent situation and state of mental 
hospitals and the hopes and plans 
for the future are discussed by Dr. 
John Porterfield, director of Ohio’s 
Department of Mental Hygiene 
and Correction. 

A World Alone is narrated by 
Eric Sevareid and produced under 
the supervision of the Mental 
Health Education Unit of Smith, 
Kline & French. It is the second 
mental health film released to sta- 
tions by SK&F. The first release, 
We the Mentally IIl is available for 
free loan from Association Films, 
as is A World Alone. We 


GE Trains Retailers for 
Portable Appliance Sales 


Sponsor: General Electric Com- 
pany, Portable Appliance De- 
partment. 

TitLeE: Easy Living, 19 min., color, 
produced by Sweetman Produc- 
tions. 

vx Easy Living was produced to 

supply a long-felt need for good 

product information about the 
modern way of cooking with the 
new portable appliances. 

It is designed for showing by 
G-E district representatives to re- 
tail clerks in the housewares sec- 
tion of department stores, and in 
appliance and specialty stores. 

The film pictures a modern 
homemaker and her use of modern 
plug-in cooking appliances that 
are designed to lighten the load of 
housekeeping. Each product is 
shown in use in an attractive, 
modern setting, and the sales points 
explained in a way that retail sales 
people will remember. Gt 
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When the priceless originals for Walt 
Disney's latest true-life adventure"'White 
Wilderness" came into the studio, they 
were first shown with a Kodak Pageant 
Projector. 


As soon as original 16mm motion pic- 
ture footage is processed, Disney projec- 
tionists screen it, using Kodak Pageant 
16mm Sound Projectors. 

They know from experience that the 
Pageant Projector will handle every 
priceless frame gently. They are sure 
that the thousands of dollars invested in 
shooting the original footage is safe. 


You and films 


Whatever you’re using films for—sales 
promotion, training, public relations— 
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16mm projectors 


from Walt Disney’s Studio 


you can be sure of your investment with 
a Kodak Pageant 16mm Sound Projector. 
You can count on the Pageant’s fine 
mechanism to protect your film... to 
minimize any possibility of its breaking 
or scratching. This means your audience 
always gets your message at its best. 


Sound Projector. You can get a full 
demonstration of why from any nearby 
Kodak AV Dealer. Or fill in the coupon. 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, 


With a Kodak Pageant Projector 
you'll get bright, sparkling pictures, 
even in rooms that can’t be completely 
darkened. You'll get clear sound that’s 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 


Please send me complete information on Kodak Pageant 16mm Sound Projectors 
and tell me where | can get a demonstration. | understand there is no obligation. 


balanced because the Pageant’s speaker ee 

is baffled. And you'll always have a pro- rms 

jector that’s ready to go when you are asin Wes 

because the Pageant is /ubricated for life. ORGANIZATION ___ 

Your decision 
city 


There are many good reasons why pro- 
fessionals pick the portable Kodak 16mm 
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Dept. 8-V, Rochester 4, N.Y. 
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M OTION PICTURES are an impor- 
educational tool in the 
efforts of the American Podiatry 
Association to spread the story of 
foot health among school and civic 
groups throughout the country. 
According to Dr. Marvin W. 
Shapiro, president-elect of the 
American Podiatry Association 
and director of its Audio-Visual 
Council, no field of public health 
has been more neglected, in terms 
of audio-visual informational aids, 
than that of foot health. 
Headquarters of the A.P.A. in 
Washington, D.C., is receiving a 
volume of requests for visual edu- 
cational material far beyond its 
capabilities, as a non-profit or- 
ganization, to produce, Dr. Sha- 
piro says. Most of the requests 
are from school boards, parent- 
teacher organizations, and boards 
of health throughout the country, 
indicating the increasing impor- 
tance which these bodies are giv- 
ing to the matter of foot health. 


Now Has 14 Pictures 

The association’s audio-visual 
council has a film library of 14 
motion pictures and one color 
filmstrip available for distribution 
at present, Dr. Shapiro reports. 
Many of these are silent films, 
aimed principally at educating 
members of the profession on 
proper methods of treatment and 
surgery for various types of foot 
ailments. 

However, three of the motion 
picture and the color filmstrip are 
in the general category of public 
relations, and these are in almost 
constant circulation among social 
and civic groups. One of the films, 
Chiropody as a Career, a 14-min- 
ute production in sound and color, 
doubles as a vocational guidance 
instrument, to acquaint students 
and the public at large with the 
opportunities that exist in podi- 
atry-chiropody as a profession. 

Other Association Films 

Other motion pictures in the 
association’s public relations li- 
brary include: 

Shake Hands With Your Feet, 
a 14-minute black-and-white pro- 
duction which presents a general 
discussion of foot problems, with 
explanations and demonstrations 
explaining these problems. 

The Foot and Its Problems, 15 
minutes, black-and-white, in which 
five outstanding authorities discuss 
common foot problems, their cause 
and treatment, and the scientific 
advances podiatry-chiropody has 
made. 

The color filmstrip, also on the 


Films to Promote Foot Health 


American Podiatry Association Builds a National Film Library 


general subject of foot health, in- 
cludes a series of 40 filmslides, 
together with a 33-¥s rpm record- 
ing and script. 

On the professional level, the 
A.P.A. has available films on sub- 
jects such as Padding in Podiatry- 
Chiropody, Brushable Rubber 
(Latex), Construction of Plaster 
Casts, Minor Surgery in Podiatry- 
Chiropody, Electro-Surgical Cor- 
rection Nail Surgery, Surgical Ap- 
proaches to the Joints of the Foot, 
Disorders of Gait, Reflexes, Mus- 
cle Status, and Manipulative 
Therapy. 

Slide groups (35mm with 3 
tape recording) cover such topics 
as Nail Disorders, Varicose Veins, 
Your Foot Health, Foot Hints, and 
General Foot Health. 

The Audio-Visual Council of 


the A.P.A., within the ethical 
standards established by the or- 
ganization, has been set up to pro- 
duce, develop and distribute vari- 
ous types of professional, ethical 
and corollary a-v materials which 
describe the practice and promote 
good foot health in the public in- 
terest. 


Also Serve Medical Field 


The Audio-Visual Council’s 
educational activities also extend 
to the medical profession, to edu- 
cate physicians to the importance 
of working with the podiatrist- 
chiropodist in improving the gen- 
eral health of their patients. The 
Council also has the responsibility 
of evaluating a-v materials devel- 
oped within and out of the profes- 
sion for accuracy, design, intent, 
and educational value for public 


| Sheraton Park | 45 West 45th 

| Hotel | Street 

Theatre Wing | : 

| Washington 8, New York 36, 
D.C. New York 

COlumbia 

5-2055 JUdson 2-0430 


We Take Pleasure 
in Announcing the 


Appointment of 
John T. Gibson 


as 


Washington Representative 
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and professional consumption. 

Encouragement of grants-in-aid 
from industry, commerce and 
education for the underwriting 
costs in production is another of 
the Audio-Visual Council’s func- 
tions. 


Opportunities for Sponsors 

There is a wide-open field for 
film sponsors in this important 
field, Dr. Shapiro says. 

“While nearly all children are 
born with normal feet, the fact is 
that approximately 80% of all 
adults suffer from some type of 
acquired foot disorder,” he de- 
clares. “Few persons understand 
the close relationship that exists 
between foot health and general 
health. There is a great need for 
educational audio-visual materials 
on this subject, and an increasing 
demand from the general public 
for this information. This would 
be an area of activity that would 
be both beneficial to the public and 
profitable to producers.” 

Headquarters of the American 
Podiatry Association are at 3301 
16th St., N.W., Washington 
10, D.C. 

Philippines to Set Up National 
Medical Film Library 
Establishment of a National 
Medical Film Library of The Phil- 
ippines is the “post-graduate” 
assignment of Milagros M. Paredes 
who has been training at the Medi- 
cal Film Library of Pfizer Labora- 
tories, division of Chas. Pfizer & 
Co., Inc., New York City. 

Miss Paredes is visiting the 
United States on a year’s fellow- 
ship awarded her by the U. N. 
International Cooperation Admin- 
istration. Upon completion of her 
training in this country, she will 
return to the Philippines to set 
up the national film library as 
part of the Department of Health. 

Miss Paredes’ training program 
was prepared by Dr. Leo L. Lev- 
eridge, director of Pfizer Medical 
Film Department, at the request 
of the Education and Training 
branch, Division of International 
Health, U. S. Public Health Serv- 
ice. 

An extensive training and travel- 
ing schedule will enable Miss 
Paredes to contact leading Ameri- 
can sources of medical teaching 
films and medical film libraries. 
Her training here includes a period 
at the Cornell University Medi- 
cal School Library. Miss Paredes 
attended Centro Escular Univer- 
sity in Manila where she received 
a B.S.E. and an M.A. degree in 
education. 
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Viewlex “Salestalk” Projects 
Effective Desk-Top Selling 

vw “Salestalk” is the appropriate 
name of an attractive new low-cost 
Viewlex portable A-V unit that 
permits salesmen to put a complete 
presentation in matched “sight and 
sound” right on a prospect’s desk 
top. Anything from a diesel loco- 
motive to a complete line of office 
furniture can be “carried” right 


Low-cost visual selling tool 


in a salesman’s briefcase with this 
unit. Compactly housed in a hand- 
some attache-type carry-case with 
built-in lenticular screen, a film- 
strip projector, high fidelity record- 
player and speaker . . . it sets up 
in seconds for dramatic delivery of 
a selling message. 

The new equipment is said to 
help to insure home office control 
of sales showmanship by putting a 
complete “pitch” into the sales- 
man’s hands. He can make a pres- 
entation that combines all the tech- 
niques of the most effective sales- 
men in his organization. Extensive 
field tests of the unit by manufac- 


SLIDE FILMS 
MOTION PICTURES 


As clear an economy 
as your telephone 
e 


Write for our booklet, 
“How Much Should 
a Film Cost?” 


and 
ING. 
SOUND BUSINESS FILMS 


15 East Bethune Avenue 
Detroit 2, Michigan 
TR 3-0283 
° 
131 North Ludlow Street 
Dayton 2, Ohio 
BA 3-9321 
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turers, auto dealers, real estate 
salesmen, insurance companies, di- 
rect sales organizations, etc., have 
proved its effectiveness as a sales 
closer.’ 

Priced at $99.50, “Salestalk” 
combines a complete variety of 
components for its top quality film- 
strip projection and matched high- 
fidelity sound. Specifications for 
the unit include a _ convection- 
cooled 150-watt filmstrip projector, 
a 4-speed turntable, a 1¥2 watt 
speaker and a 9” x 12” “Bright 
Image” lenticular screen fitted into 
the back of the case. The record 
player takes records up to 12” and 
has separate tone and volume con- 
trols. The tonearm has a twist-type 
cartridge with two separate needles 
for 16, 33¥s, and 45 rpm and 78 
rpm records. The attache-type 
case has simulated leather fabric 
in Suntan tone, double lock with 


Here's $99.50 Salestalk Unit 


keys and molded hand grip, with 
overall size of 5” x 11” x 17”. 

Additional information about 
the new Viewlex “Salestalk” pack- 
aged presentation unit can be ob- 
tained from the Viewlex Company, 
35-01 Queens Blvd., Long Island 
City, N.Y. 

+ * * 

Haig & Patterson Names Agcy. 
vx Haig and Patterson, Inc., slide- 
film and motion picture producers 
of Detroit and Dayton, has an- 
nounced the appointment of Wines 
and DeWitt Advertising, Inc., to 
represent the firm. 

President Earl R. Seielstad of 
Haig and Patterson said that the 
agency will direct advertising for 
his company and serve as public 
relations and sales promotion 
council. 

* * * 
Technical Animation Studio 
Technical Animation Studios 
has been formed at 934 Ellsworth 
Drive, Silver Springs, Md., in sub- 
urban Washington. 

The new firm has been organ- 
ized by Robert T. Sorrell, for- 
merly a motion picture producer 
at the Naval Photographic Center; 
and Marvin J. Fryer, formerly of 
the Naval Photographic Center, 
Reid H. Ray Film Industries, and 
lately, head of animation at Crea- 
tive Arts Studios, Washington, 
D.C. R 
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with a Holland-Wegman film. 


For Holland-Wegman is a 5,000 square foot studio 
fully equipped and manned to plan, write and pro- 
duce top calibre films in any category...product sales, 
public relations, training, documentary, television 


commercials. 


What job do you have for Holland-Wegman salesman- 
ship-on-film? Phone.or write us about it today! 


HOLLAND-WEGMAN PRODUCTIONS 


197 Delaware + Buffalo 2,N.Y. « Telephone: MAdison 7411 


Qur Specialty... 
SALESMANSHIP on film 


As scores of top firms can tell you, there’s no faster, 
more forceful way to put your message across than 


if 


| 


The May 
‘Numbering Machine 


Visible Edge Film 


Among Recent Purchasers Are: 


Walt Disney Productions, 
Burbank, Calif. (6 machines) 
Eastman Kodak Co., Rochester, N.Y. 


General Film Labs., Hollywood, Calif. 
Reeves Soundcraft, Springdale, Conn. 


American Optical (Todd-AO), Buffalo 
District Products Corp. 
(Audio Devices, Inc.) Conn. 
University of Southern California, 
Los Angeles, Calif. 
Telefilm, Inc., Hollywood, Calif. 
Consolidated Film Labs. Ft. Lee, N.J. 
Eagle Labs., Chicago, II. 
Cinerama Productions, New York 
Columbia a System, N.Y. 
Louis de Rochemont, N.Y.C. 


Identify Your Films Instantly 


Unnumbered films cause confusion and loss of time 


The MOY edge numbers every 
foot of 16, 1744, 35mm film 
and simplifies the task of 

checking titles and footage 


You can now save the many man 
hours lost classifying films with- 
out titles. The MOY VISIBLE 
EDGE FILM NUMBERING MA- 
CHINE replaces cue marks, per- 
forations, messy crayons, punches 
and embossing—does not muti- 
late film. Work prints showing 
special effects, fades and dis- 
solves require edge numbering 
to keep count of frames cut or 
added. Both negative and posi- 
tive films can be numbered. 
Multiple magnetic tracks in 
CinemaScope stereophonic re- 
cordings make edge numbering 
a MUST. Write for brochure. 


onty $2475 


Convenient payment terms arranged. 
You may apply your idle or surplus 
equipment as a trade-in. 


FREE! Catalog on Motion Picture & TV Production Equipment 


# Ste Catalog! B76 pene. listing over 8000 different items with prices and 
5 


illustrations. For 


m Producers, TV stations, industrial Organizations, Film 


Labs., Educational Institutions, etc. Send Request on Company Letterhead. 


S. 0. S. CINEMA SUPPLY CORP. 


Dept. H, 602 West 52nd St., New York 19 — PLaza: 7-0440 — Cable: SOSound 
Western Branch: 633! Hollywood Boulevard, Holly'd. 28, Calif. — Phone: HO 7-2124 
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W' At Pure-Pak Division of 
Ex-Cell-O Corporation feel 
like a Broadway producer riding 
an unbroken string of hit shows— 
it’s wonderful and we have no in- 
tention of getting off. 

We did not become movie pro- 
ducers until two years ago. Since 
then, we have produced four “hits” 
in a row and as this is written, our 
latest effort, Ambassadors With 
Wings, has been premiered in 
Washington, D. C. and London, 


Bob Considine narrates two 
of the Pure-Pak films, “The 
New Story of Milk” and 
“Crisis,” the hurricane story. 


England, and is being booked on 
television stations all over the 
country. 

In addition, we have now been 
awarded two George Washington 
Honor Medals by the Freedoms 
Foundation at Valley Forge for 
two other films, Crisis and For God 
and My Country; the former hav- 
ing won an Annual Achievement 
Award from PuBLic RELATIONS 
News. 

But let’s start at the beginning 
with The New Story of Milk, pro- 
duced as a service to the dairy 
industry. Our basic philosophy has 
always been, to use a badly abused 
metaphor, “What's good for the 
dairy industry, is good for Pure- 
Pak.” 

The New Story of Milk needed 
telling, and we felt the motion pic- 
ture was the ideal medium to do 
the job. 

Briefly, The New Story of Milk 
traces the development of the dairy 
industry from ancient Egyptians 
with their goat skin milk “bottles” 
to the modern housewife and her 
sanitary disposable Pure-Pak car- 
ton. 

The New Story of Milk is in full 
color and runs 27 minutes. It is 
designed specifically to help the 
dairy industry sell more milk. More 
milk sales by the dairy industry 
mean more sales for Pure-Pak 
equipment. 

The following figures tell the 
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Pure-Pak Scores With Hit Films 


by Ralph C. Charbeneau 
Director of Advertising & Public Relations, Pure-Pak Div., Ex-Cello Corp. 


story very simply. In 1940, Pure- 
Pak carton sales totaled about 
250,000,000 (two hundred and 
fifty million) cartons. Projected 
sales for 1958 are approximately 
10,000,000,000 (ten billion) car- 
ton sales. 

Americans consume Pure-Pak 
cartons at a rate of better than 25,- 
000,000 cartons each day. The 
Pure-Pak carton is today the 
world’s most popular food con- 
tainer. 

The New Story of Milk is used 
as an advertising or public relations 
factor. The dairy who wishes to 
purchase or borrow a print can 
have its name imprinted at the 
opening and close and arrange 


commercially sponsored showings 
on television and theaters. 

The film is frequently used as a 
merchandising tool. When dairies 
convert to “all paper” operations, 
which they are doing with increas- 
ing frequency, the local market 
sales resistance to paper containers, 
occasioned by years of using glass, 
can be “educated away” by show- 
ing The New Story of Milk at serv- 
ice club meetings, TV or theaters. 

The New Story of Milk is used 
as an educational tool by public- 
spirited dairymen. It relates in a 
highly interesting and _ colorful 
fashion, with narration by Bob 
Considine, columnist and foreign 
correspondent, one of the facets 


COLBURN EDITING SERVICES 


Our Producer Service Editors are uniquely qualified to help you 
make the most effective film presentation possible. 


As your representative a Colburn Editor will.. 


® Edit your footage 

Arrange for titles 

Direct narration recording 
Select music and sound effects 
Direct mix re-recording 


Coordinate final picture and 
sound track for printing 


Take advantage of our extensive experience in applying 
the techniques of pictorial continuity. 


On your next production let Colburn Editors unlock 
the full potential of your footage. 


GEO. W. COLBURN LABORATORY, INC. 


164 NORTH WACKER DRIVE + CHICAGO 6 
TELEPHONE DEARBORN 2-6286 
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Charbeneau cites film values 


of American life that is closest to 
our home. It has proved very pop- 
ular with school children. 

To date, The New Story of Milk 
has had 229 appearances on tele- 
vision to an estimated audience of 
11 million people and has been 
shown in 9,951 different class- 
rooms, service clubs, womens clubs 
and theaters via Modern TPS. 

Crisis was our second effort in 
the motion picture field. It was 
made as a public service on behalf 
of the Federal Civil Defense Ad- 
ministration and the dairy industry; 
but it came about quite by acci- 
dent. 

During Hurricane Diane, which 
swept the East Coast in 1955, the 
city of Stroudsburg, Pa. was faced 
without a supply of fresh drinking 
water. 

All of the city’s available water 
supply had been contaminated by 
filth and disease; the aftermath of 
disaster. 

The problem was critical when 
an enterprising dairyman, Chet 
Dutton, of Lehigh Valley Farmers 
Cooperative Dairy in Allentown, 
stepped into the breach. 

Dutton started packaging pure 
drinking water in his regular milk 
cartons. The Boy Scouts, the Red 
Cross and the Federal Civil De- 
fense Administration arranged for 
distribution and a national disaster 
plan was born. 

When George D. Scott, Ex- 
Cell-O vice-president, heard of the 
action of Lehigh Valley Dairy, it 
occurred to him that a similar plan 
of action could be implemented 
any place in the United States in 
the event of natural or man-made 
disaster, due to the widespread use 
of Pure-Pak dairy equipment. 

The “Cooperating Dairy for 
Civil Defense” program, as the 
plan is called, has been imple- 
mented three times since Hurri- 
cane Diane, during the Tri-State 
Floods in Kentucky, Tennessee 
and West Virginia, during a flash 
flood at Lampasas, Texas, last 
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spring (°57) and last summer dur- 
ing Hurricane Audrey in Louisiana 
and Texas. 

Crisis, a black-and-white 15- 
minute film, was used to promote 
the program among dairymen and 
civil defense leaders across the 
country. Today virtually every 
State is organized in the “CD for 
CD” program. And nearly all 
dairies are aware of the steps neces- 
sary to avert drinking-water short- 
ages. 

Crisis has had 293 TV showings 
before an estimated audience of 
12 million viewers. In addition it 
has had 1,591 bookings in theaters 


Pure-Pak’s 
fense” program brings life-saving 
water to victims of Hurricane 
Audrey in scene above. 


“Dairy for Civil De- 


and before civic and social groups. 

For God and My Country was 
filmed last summer at the National 
Boy Scout Jamboree at Valley 
Forge. It is a 15-minute full-color 
documentary of the Jamboree, and 


Is Your Film 


Scratched? 
Dirty? 
Brittle? 
Stained? 
Worn? 
Rainy? 
Damaged? 


Then why not try 


Specialists in the Science of 
FILM REJUVENATION 


RAPIDWELD Process for: 
e Dirt 
e “Rain” 


e Scratch-Removal 
e Abrasions 


rapid 


37-02A 27th Street, Long Island City 1, N. Y. 


Founded 1940 


Send for Free Brochure, “Facta on Film Care” 
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was made as a public service on 
behalf of the dairy industry. 

Like Crisis and the “CD for CD” 
program, it too has won a George 
Washington Honor Medal; and 
like Crisis, there is a subtle low- 
key commercial throughout the 
film. 

The commercial, as handled by 
our advertising agency, The Fred 
M. Randall Company and Robert 
J. Enders, Inc., Washington, D.C., 
the film’s producer, is considered 
very well done and in good taste. 
One of our advertising agency ex- 
cutives has dubbed it “. . . the 
closest thing to legal subliminal 
advertising.” 

For God and My Country has 
been something of a phenomenon, 
too. During Boy Scout Week last 
February, it broke all records for 
a single week’s bookings. It had 
175 showings on TV during Scout 
Week to an estimated audience of 
about 12 million persons. Modern 
Talking Picture Service, our film 
distributor, tells us that this breaks 
all of their previous records. 

To date, For God and My Coun- 
try has had 290 bookings for TV, 
even though it has only been re- 
leased for five months. We have 
had 2,785 requests for bookings 
from scout groups and schools. 

Ambassadors With Wings is our 
latest project. We made it with 
the cooperation of the Defense De- 
partment and Civil Air Patrol; 
Auxiliary of the U.S. Air Force 
and their counterparts in 15 for- 
eign governments. 

Filmed in the U.S. and Europe 
last summer, Ambassadors With 
Wings tells the story of the Inter- 
national Air Cadet Exchange 
among the nations of the free 
world; it is a 27-minute, black- 
and-white film. 

Narrated by Hollywood’s Jimmy 
Stewart, the film is being released 
to TV stations and private groups 
across the country through the 
C.A.P. 


* * * 


“Behind Ticker Tape’’ Shows 
How Security Market Works 


vy Business schools and college 
departments in business adminis- 
tration, finance and related mat- 
ters, as well as the general investor 
public, can see how major secur- 
ity market operates in a new 21- 
minute color motion picture, Be- 
hind the Ticker Tape, now avail- 
able for group showings without 
cost through United World Films. 

Arrangements for showings may 
be made through any of the 
branch offices of United World 
Films, Inc. 
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SVLVANIA 


LIGHTING 


PROJECTION LAMPS... 


for all makes .. . all types... in all sizes 


New Sylvania Ceramic Blue Tops are available 
in all standard sizes for any projector . . . to 
fill your exact requirements for clear, 

brilliant projection. 


Blue Tops offer these superior qualities: 


Brighter... Ceramic Blue Tops won't scratch, 
chip or peel like ordinary painted tops... 
machine-made filaments assure pictures 
bright as life. 


Cooler... Ceramic Blue Top is bonded to the 
glass for improved heat dissipation . . . cooler 
operation assures longer lamp life. 


Longer Lasting .. . Exclusive Sylvania shock 
absorber construction protects filaments from 
vibration damage. 


Use Sylvania Ceramic Blue Top in your projector 
.. your slides and movies deserve the best! 


SYLVANIA ELectric Propucts, INc., 1740 Broadway, New York 19, N. Y. 


¥ SYLVANIA 


. fastest growing name in sight! 


ELECTRONICS TELEVISION - 


ATOMIC ENERGY 


NEW DESIGN FILM 


BIN WITH RACK 
CAMART BABY DOLLY * Rectangular construction 


measures 30 x 24 x 12 
¢ Fits easily into corners 
¢ Easy to view strips of film 


¢ Hard vulcanized fibre with re- 
inforced metal frame 


* Complete bin-rack & linen bag. 


$45.25 


Only a four wheel dolly will provide 
the balance and stability required 
for professional production. Adjust- 
able seat for cameraman; platform 
accommodates assistant. 


$425.00 
Dolly Tracks Available 


we CAMERA MART. 


1845 BROADWAY (ot 60th St.) NEW YORK 23 


+ Plaza 7-6977 «+ Coble Comeromort 
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wT HE Two Most important 
rules about writing business 
films are: do not be a writer, and 
do not make movies.” 

This paradoxical advice opens 
an unusually complete and com- 
prehensible chapter on the requi- 
sites for successful business-film 
writing in a new book, TV and 
Screen Writing, published by the 
University of California Press. 
Author of the chapter is Charles 
(Cap) Palmer, who as executive 
producer of Parthenon Pictures- 
Hollywood has written more than 
a score of successful films for busi- 
ness sponsors, among them And 
Then There Were Four (for So- 
cony-Mobil), A Hotel is Born (for 
Hilton Hotels), The Next Ten (for 
Kaiser Aluminum), and Man With 
a Thousand Hands (for Interna- 
tional Harvester). 


Find Story in Material 


Explaining the apparent contra- 
diction in his opening statement, 
Mr. Palmer points out that “in 
the (business film) field, you do 
not or should not—make movies; 
you make fools. Then too, you 
seldom write a ‘story,’ in the sense 
of invention; you find the story in 
true life material.” 

Before getting down to the ac- 
tual mechanics of business-film 
writing, the author presents some 
background material on the field 
and the audiences served by it. 

He points out that, while busi- 
ness pictures may be varied in 
type, they are all “hits” in the 
sense that, if his budgeting is com- 
petent, the producer knows in ad- 
vance that he will take in more 
money than he spends. 

Although business films are or- 
dered and paid for by a company 
much in the same manner as they 
would arrange for the preparation 
of an advertising brochure, few of 
today’s productions are blatantly 
advertising, Mr. Palmer points out; 
many of them have nothing at all 
to do with product promotion. 


Examples of Useful Films 


He cites as examples Outside 
That Envelope, which demon- 
strates the benefits under the Con- 
necticut General’s group insurance 
program; And Then There Were 
Four, Socony-Mobil’s films on 
highway safety; Kaiser’s The Next 
Ten, telling the story of a com- 
pany and the men who built it 
into importance in one short 
decade; and Man With a Thou- 
sand Hands, in which International 
Harvester shows another com- 
pany’s huge construction project 
in order to show their own crawler 
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Are You Making Movies or Tools? 


A Practical Look at Business Film Scripts 
Recommended Sponsor Reading: "TV and Screen Writing" 


tractors, and in which the IH 
name is never once mentioned. 

“At present, because many 
sponsors realize that the public is 
persuaded more by facts than by 
pressures, even the forthright 
product-selling pictures are likely 
to be honestly informative and 
useful to their particular target 
audiences,” he writes. 

As to the size of the audience 
field for business films, Mr. Palmer 
points out that one non-theatrical 
film distributor has a mailing list 
of more than 150,000 groups that 
regularly show 16mm pictures. 

“Audiences for 16mm pictures 


include 28,000 service clubs, 
women’s clubs, farm organizations, 
fraternal orders, conventions, li- 
braries, and miscellaneous adult 
groups; 6,000 industrial plants run 
films for employees in regular 
lunch-time showings; 23,000 high 
schools, 17,000 primary schools, 
and 2,000 colleges and universities 
have at least one projector; 15,000 
church groups schedule week-night 
showings, and use many nonreligi- 
ous, informative pictures; 1,500 
small communities are reached in 
the summer by road-show oper- 
ators, with 400 persons in the 
average audience. 
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Why buy the Cow when you only need a quart? 


Smart Pros rent their equipment from CECO* 


Why invest a lot of money for expensive photographic equipment for which 
you may have only limited use? Do what the top Pros do—rent your cameras, 
lighting, sound recording and editing equipment from CECO’s vast stocks. 
Everything is delivered to you “better than new’’—because everything is 
checked out for perfect performance before it goes out on rental. You save 
on taxes, too. Ask us about rental-lease arrangements. 


Cameras 

16mm & 35mm—Sound (Single or Double 

System) —Silent — Hi-Speed 

Lenses 

Wide angle—Zoom—Telephoto—Anamorphic 
Sound Equipment 

Magnetic—Optical 

Grip Equipment 

Parallels—Goboes—Other Grip accessories 
Dollies 
Crab—Western—Portable—Panoram—Cranes 
*CECO Trademark of Camera Equipment CO 


Lighting 
Arcs—Incandescents—Spots—Floods—Dimmers 
—Reflectors—All Lighting Accessories 


Generators 
Portable—Truck Mounted 


Editing Equipment 
Moviolas—Viewers—Splicers—Rewinders 
Projection Equipment 

16mm & 35mm—Sound & Silent—Slide—Continucus 


Television 
Closed Circuit TV 


FRANK C. ZUCKER 


EQuipment ©..INC, 


Dept.S 315 West 43rd St., New York 36,N.Y. @ JUdson 6-1420 


“Certain sponsored films of 
broad interest may show in some 
10,000 movie theaters. Increas- 
ingly important is the public-ser- 
vice sustaining time on TV, served 
by well-organized distributors. A 
general interest film like Hilton’s 
A Hotel Is Born may be shown as 
much as 300 times a year on the 
approximately 400 TV stations 
that regularly use sponsored films 
to fill out their programming. 


19-Million Plus Viewers 


“In its first five years And Then 
There Were Four showed to 
6,000,000 persons in 50,000 non- 
theatrical bookings, as well as to 
8,600,000 people in 12,000 thea- 
ters, 1,300,000 in rural road 
shows, 3,000,000 in sponsor-ar- 
ranged meetings, and an undeter- 
mined number through the 1,000 
extra prints sold or loaned, and 
an undetermined number of 
watchers of the 715 free show- 
ings on TV. 

“The over-all cost per viewer of 
$00.009 compares well with any 
other mass medium, and this 
bought a half-hour’s concentrated 
attention instead of a glance at a 
page. Although the film is five 
years old all prints are solidly 
booked, and it will continue being 
shown for several more years. 


Medium Worthy of Effort 


“The point is that business films 
have become important in the film 
field and in the national commu- 
nity, and are worth the devoted 
attention of any writer or film 
maker.” 

Because they have to work for 
a living, non-theatrical films have 
a common blood factor, the author 
declares—all of them are purpose 
pictures. All came into existence 
because someone wanted someone 
else to think or feel or decide 
differently about something. In 
short, they are “message” pictures. 

“Surprisingly, to theatrical-film 
makers, this is all right with audi- 
ences—in fact, it is what they 
want,” Mr. Palmer writes. “This 
does not mean that we are ad- 
dressing strange and different peo- 
ple—the psychology of viewing is 
different. 

“The same man who sits in a 
theater one night and resents a 
‘message’ may sit with his wife 
in P.T.A. meeting the following 
night and be equally resentful if 
the documentary on geriatrics is 
embellished with extraneous 
‘entertainment’. It has been said 
that no studio ever went bankrupt 
by underestimating the bad taste 
of the American public. The fac- 
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tual film-maker feeds a much more 
deeply rooted characteristic: the 
universal American desire for self- 
improvement. Our audiences want 
to be informed. 

“Borden sells food, Connecticut 
General sells insurance, Kaiser 
Aluminum sells metal, Harvester 
sells tractors and trucks and farm 
machines — none of them sells 
tickets. 

“Consequently they have no 
interest in ‘movies’ as such, and 
the business-film maker is wrong 
if he thinks of his product as 
movies. The sponsor has a prob- 
lem or a desire, and he buys from 
the film maker a tool to help him 
get what he wants . 


Only Material Is the Same 


“The only conceptual kinship 
between a good business film and 
a ‘movie’ is the accident of being 
packaged on long narrow strips of 
cellulose acetate through which a 
beam of light shines. The film 
maker offers tools of persuasion. 
His product will be better if he 
always keeps this fact in mind.” 

On the straight business of 
writing for business films, Mr. Pal- 
mer has some very sound counsel 
to impart, based on his own ex- 
tensive experience. He points out, 
for instance, that at times the 
business film writer must be a 
salesman, a merchandiser, an apt 
researcher, a beguiling interviewer 
able to ferret out human interest 
facts, well-versed in the specifics 
of film production—and last of all 
a writer, with a feeling for analysis 
and logical progression, a sense of 
plot, a bent for characterization, 
and a competent story constructor. 


Words Are Important, But . . . 


“The only writer’s tool he will 
not use very much is words,” the 
author says, “because in the nar- 
rated picture, which makes up 
most of the business film output, 
the picture should be 90 percent 
complete before the words of the 
narration are considered. 

“This does not mean that the 


words of the narration are unim- 
portant—everything the audience 
sees and hears is most important; 
it means that, to be useful in this 
specialized field, the writer must 
add to his skill with words several 
essential abilities not common to 
other fields of writing.” 


There is a wealth of practical in- 
formation for would-be business 
film writers in the chapter—any- 
one who wants to find out how 
films for industry are really writ- 
ten, whether or not he wants to 
get into the writing business him- 
self, will find reading it time well 
spent. 

* 

Films Give Scientists Record 

Of Atom Changes in Graphite 
vy First use of motion pictures to 
record dislocations in the atomic 
arrangement of the structure of 
graphite, an important material 
used in nuclear reactors, has been 


made by scientists of Atomics | 


International, Canoga Park, Calif. 
The company is a division of 
American Aviation, Inc. 

Dr. Alexander Grenall, re- 
search specialist at Atomics Inter- 
national, described how the film 
record was made in a talk at a 
recent meeting of the Electron 


Microscope Society of America at | 


Santa Monica. 
their nature were revealed by an 
electron microscope. 

In recording the movements of 
dislocations in graphite crystals, 
a 16mm motion picture camera 
was mounted so that the lens was 
near the microscope’s fluorescent 
screen. A special lens of f/0.95 


Dislocations and | 


and high speed film made possible — 


the film recording. 


Graphite specimens were photo- | 


graphed at magnifications of 
12,500 and 25,000. Only the 
light from the microscope screen 
was utilized in the procedure. 
Dislocations (or imperfections ) 
affect the physical properties of 
materials, influencing their 
strength, conductivity and other 
mechanical properties. 


Immediate 
Delivery! 


HOUSTON FEARLESS 


Panoram Dollies 


Thoroughly overhauled — Guaranteed 
SPECIAL LOW PRICE: 


4 Wheel — $1400.00 
5 Wheel — $1800.00 
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WRITE FOR DETAILS!" 
CAPITOL LIBRARY SERVICES 
© HOLLYWOOD & VINE* 
| HOLLYWOOD 28, CALI 
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ANIMATION STUDIO* 
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Shooting a scene at stock car races 
for Pittsburgh Assn. 


OINT SPONSORSHIP of business 
films is now enabling small 

companies with limited budgets to 
_promote their products through 
top-quality motion pictures. By 
pooling their resources, manufac- 
turers of related, non-competitive 
products have been able to use a 
medium which they could not in- 
dividually afford. 

The joint-sponsorship plan was 
worked out by Donald M. Red- 
inger, president of Tele-Sports, 
Inc., Pittsburgh. His organization 
has now produced 25 successful 
multiple-sponsorship films. 


Most Films in Sport Field 

These have been largely in the 
sporting goods industry because its 
structure lends itself particularly 
well to cooperative film production 
-——in terms of average company 
size, nature of products, and the 
pictorial possibilities of the settings 
in which they are used. 

On the basis of his experience 
with this industry, Redinger be- 
lieves that the plan can work equal- 
ly well in many other fields. 

As an example of a company 
suited by size and nature of product 
to this type of film program, Red- 
inger names the Otto Bernz Com- 
pany, Rochester, N.Y. The com- 
pany makes portable stoves used 
by campers and fishermen. A film 
devoted exclusively to Bernz stoves 
could offer little to an audience of 
outdoorsmen. However, when they 
were incorporated into a film cov- 
ering the interests of manufacturers 
of fishing tackle, outboard motors, 
aluminum boats, and similar prod- 
ucts, a first-class film resulted. 


Less Emphasis in Each Unit 

Cooperative film sponsors must 
realize the value of high-level in- 
stitutional promotion to find this 
medium satisfactory, Redinger 
points out. With four or five spon- 
sors, a motion picture cannot give 
as much emphasis to individual 
products as it would with one firm 
paying the bill. 

However, the plan offers the 
small company a valuable extra 
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New Approach to Sports Screen 


Multiple Sponsorship Aids Smaller Firms to Use Medium 


benefit in the form of greatly in- 
creased distribution. This is a mat- 
ter of simple arithmetic. With four 
or five sponsors circulating a film 
to the same general class of con- 
sumer, the viewing audience which 
could be reached by any one com- 
pany is bound to be magnified. 

Another “extra” cited by Red- 
inger is the fact that one sponsor’s 
product or service can often en- 
hance that of another in a way 
difficult to achieve in any individu- 
ally-sponsored film. As an example, 
he tells the story of his film Bow- 
hunters’ Safari, a 27-minute 16mm. 
Kodachrome travelogue on Africa 
with the travelers hunting big game 
with bow and arrow. 

Normally, the cost of overseas 
transportation would be a_ very 


WALL OR 
CEILING 


PORTABL! 
TRIPOD 


Successful A-V planning demands 
equipment that will take years 

of hard, consistent use! That's why 
you'll want to select a Vidiomaster 
Screen by Da-Lite. 50 years of 
important engineering improve- 
ments are your assurance of 
quality construction features in 


every Da-Lite screen. Choose from mat 


white or “White Magic” glass beaded 
... or the entirely new Wonderlite* 


Lenticular surface which gives superior 
performance even in undarkened rooms, 


... engineered to 
meet the exacting 
requirements of the 


Audio-Visual profession 


major item; but with Air France, 
interested in promoting its African 
routes, as one of the sponsors, this 
was not a problem. Similarly, pro- 
duction costs were trimmed by the 
inclusion of Safari Outfitters, New 
York, whose business is equipping 
such parties, in the “cast” of spon- 
sors. 

Given these two sponsors, the 
film became economically feasible 
for participation by Fred Bear, 
president of Bear Archery Com- 
pany, Grayling, Michigan. 


Shows Products in Sequence 


Filmed, edited, and narrated 
from a mutually acceptable script, 
Bowhunters’ Safari unveils the 


products or services of the par- 
ticipating sponsors in logical se- 


WRITE for name of Franchised 
Da-Lite A-V dealer in your area 
who will gladly demonstrate the 
full line of Vidiomaster Screens! 


“*The standard by which all 
others are judged” 


Da-Lite 


SCREEN COMPANY 
Warsaw, Indiana 


SERVING INDUSTRY AND EDUCATION FOR HALF A CENTURY 


quence with strictly factual com- 
mentary. Close-ups of Air France 
planes carrying the party to Africa 
tell the transportation story and 
narration copy points out that the 
airline offers regular, dependable 
service between Africa and the rest 
of the world. 

Close-in shots of hunting sup- 
plies, equipment, and guides, an 
essential part of the film story, 
show clearly that Safari Outfitters 
have fitted the party out in top 
fashion. Identification of Fred 
Bear as the leading archer, together 


Prowling Yukon 
grizzly (a Bear Archery film). 


Territory for 


with close-ups on Bear arrows as 
they were taken from their boxes 
and put into use, rounds out the 
unobtrusive but unmistakable 
product promotion messages in the 
film. 

Tele-Sports personalizes the 
prints delivered to each sponsor 
with individual lead and end titles 
such as he would have if the film 
had been made for the one com- 
pany. 

Bear Archery Company, inci- 
dentally, has been a co-sponsor of 
15 films on bow-hunting in the 
United States, Canada and Africa. 


Other Multi-Sponsor Films 


Under arrangement similar to 
those involved in Bowhunters’ 
Safari, Redinger has produced 
other multi-sponsored films, in- 
cluding: 

Lure of the North, a 15-minute, 
16mm. Kodachrome sound film on 
Muskie fishing in northern On- 
tario. Sponsors were the Ontario 
Department of Travel and Pub- 
licity, Toronto; Enterprise Manu- 
facturing Company, makers of 
Pfluger fishing tackle, Akron, Ohio; 
Piper Aircraft; Aluma Craft Boats, 
and Evinrude Motors. 

A Fine Weekend, 15 minutes in 
color and sound on sail-fishing in 
Florida. Sponsors: Trojan Boat 
Company, Enterprise Manufactur- 
ing Company, Evinrude Motors, 
and Gulf Oil. 

Canadian Capers, 22 minutes in 
16mm. color and sound on fishing 
for Northern Pike, Walleye and 
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Grayling in northern Sasketche- 
wan. Sponsors: Otto Bernz Com- 
pany, Feathercraft Boats, Sasketch- 
ewan Tourist Bureau, Kiekhaefer 
Corporation (Mercury Outboard 
Motors ). 

More recent additions to the list 
of co-sponsors have been British 
Overseas Airways Corporation 
(BOAC) and the Browning Arms 
Company. 

Clearly, each of these films is a 
more ambitious project than any 
one of the sponsors would have 
cared to take on alone. The fact 
that some of them have now been 
in more than one film indicates, 


Redinger believes, that multi- 

sponsored films hold considerable 

promise for the future. ae 
* * * 


“The Sport of Diving” Films 
Released by United World 

vy The 10-minute color films 
under the group title of The Sport 
of Diving, designed as teaching 
aids for school and college depart- 
ments of physical education, have 
recently been released by the 
educational department of United 
World Films, Inc. 

The films feature Lyle Draves, 
U.S. Olympic team diving coach, 
as narrator, and Vicki Draves, an 
Olympic champion in both spring- 
board and platform diving, and 
include caution on safety measures 
as well as actual instruction. 

Individual film subjects are: 

Fundamentals of Diving, which 
pictures the first simple and cor- 
rect practices for learning water 
entry and body control, and shows 
diving from the edge of the pool. 

The Low Board, showing the 
first steps in the proper use of this 
aid and stressing the importance of 
the diver’s approach to the end of 
the board. Stop-motion and slow- 
motion photography is used to 
clarify instructions. 

Swan Dive and Front Jack- 
Knife, teaching steps in achieving 
form in two of the simpler and 


fundamental dives easy to learn 
when the right procedures are fol- 
lowed. The 3-meter board is used 
for these dives, and again stop- 
motion and slow-motion sequences 
clarify important points of in- 
struction. 

Additional information regard- 
ing preview and purchase of these 
films may be obtained from United 
World Films, 1445 Park Avenue, 
New York 29. me 

* * * 

Canadian Doctors Use a Film 

To Reduce Traffic Death Toll 

ve Every day, nine Canadians die 
in traffic accidents. Every hour, 
eight people are injured, some very 
seriously. Every minute, one motor 
vehicle accident occurs somewhere 
in Canada. 

In an effort to reduce Canada’s 
death rate from traffic accidents, 
the Ontario Medical Association 
has released a new 16mm sound 
motion picture, The Fallacy of Ir- 
reversible Shock, in which proper 
methods of emergency medical 
treatment are described. 

Five leading Ontario doctors, in 
a panel discussion, tell what should 
be done at the scene of an acci- 
dent and in hospital emergency 
wards. The motion picture was 
produced for the medical group by 
Crawley Films Limited. 

In the film discussion, the panel 
points out that the treatment the 
average traffic victim receives is 
not always satisfactory—that per- 
haps nine people would not die 
each day “if proper people ad- 
ministered the proper treatment 
under proper surroundings with 
proper equipment.” 

In a dramatic conclusion to its 
21 minutes of running time, the 
film points out that there have been 
three serious accidents in Canada 
since the showing started. 

The Fallacy of Irreversible 
Shock is available to Canadian 
physicians through the Ontario 
Medical Association, 244 St. 
George Street, Toronto, Ontario. 
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WE TURNED THE 


ENTIRE PRODUCTION 


VA OVER TO WESTERN CINE! 


At Western Cine there is undivided responsibility — no 
“farming out” of any item of production. Our complete facilities 
enable us to maintain control over all phases of film production 


from start to finish! 


¥& CREATIVE PRODUCERS OF 16mm MOTION PICTURES 
%& COMPLETE 16mm LAB FOR COLOR AND B&W PROCESSING 
¥& COMPLETE SOUND RECORDING FOR TAPE, DISC AND FILM 


3k ANIMATION AND SPECIAL EFFECTS 
%& SOUND SLIDEFILM PRODUCTION 


%& PRINTING AND EDITING 


We do special assignments of on-location 
filming in the Rocky Mountain Region for 
other producers. ALL inquiries are cordially 
invited and receive our careful attention. 


Division of WESTERN CINE SERVICE, Inc. 


CAN western (‘ine pRopuCTIONS 


wr 
* o 114 East 8th Ave. Denver 3, Colo. - AM 6-3061 


Look for Production’s BEST in Business Screen 


vy Since 1938, sponsors, gov- 
ernment agencies and adver- 
tising executives have turned 
to the pages of BUSINESS 
SCREEN for authoritative ref- 
erence data on film produc- 


“The Blue Chips of Films 


tion sources throughout the 
U.S. and Canada. Look to the 
advertising pages of the Big 
Book of Business Films for 
the best in film production 
facilities and services. a 


Advertise in Business Screen” 


FOR PUBLIC SERVIC 
MOTION PICTURES 
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CAMERA CLAMP 


This clamp is a new idea of fasten 
ing securely a movie or T.V. camera 
to restricted locations, such as: 
trees, roofs, windows, walls, door- 
ways, ceiling beams, bridges, boats, 
wild-life shooting, hide-outs, wind 
tunnels, airplanes, rockets, etc. 


| MODEL UC-16—will take load 


up to 65 lbs. 
MODEL UC-35—will accommo- 


date all 35mm movie and T.V. cam- 
eras and will take load up to 150 
Ibs. in any position. 


Write for free 28 page catalogue. 


CINEKAD 
ENGINEERING COMPANY 
763 10th Ave. N.Y.,N. Y. 

PLaza 7-3511 


FOR PRODUCERS 

OF VISUAL SELLING 
IN MOTION PICTURES 
SLIDE FILMS 

TV COMMERCIALS 


offers a complete production service 


animation 
slide tilms 
titles 
telops 

flip cards 


lettering 
layout 

maps 
backgrounds 
retouching 


color correction of 
packaged products 


a wide 
assortment 
of type for 

hot press tities 


type catalogue 
on request 


421 WEST 654TH STREET, NEW YORK 19,N.Y. 
PLAZA 
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New AUDIO-VISUAL Equipment 


Recent Product Developments for Production and Projection 


New Oxberry Unistand Will 
Show at SMPTE Convention 

vv The Oxberry Unistand will be 
shown publicly for the first time 
by the Animation Equipment 
Corp., 38 Hudson St., New Roch- 
elle, N.Y. at the SMPTE conven- 
tion early in May. 

Utilizing single-column construc- 
tion, the new unit is priced at 
$1,295 with table top and camera 
carriage. It is designed to accom- 
modate 16mm Cine-Special and 
process cameras. 

Different mounting arrangements 
are offered. One is a crowfoot base 
which provides a_ self-contained, 
self-aligned assembly that can be 
readily moved. Alternate arrange- 
ment uses V-brackets for perma- 
nent vertical or horizontal set-ups. 

The unit weighs approximately 
350 pounds and has minimum 


| overhang to assure stability. It is 


engineered for use in all graphic 
arts fields and can be accommo- 
dated in a room with an eight foot 
ceiling. 
* * 

All-Transistor Magnetic 
Recorder Marketed by Hallen 
vv A new all-transistor professional 
magnetic film recorder, designated 
as Model 216, has been announced 
by Hallen Electronics Company, 
Los Angeles. 

Features include encapsulated 
temperature compensated modular 
plug-in, capacity in excess of 1,200 
ft., and light-weight portability. 

The unit, which uses a Davis 
“flutter suppresser” to achieve 
stable motion, has a frequency re- 
sponse of 30 to 13,000 CPS, said 
to afford exceptional full fidelity 
in a portable recorder. Adequate 
amplification is provided for “long 
shots” using any professional mi- 
crophone, without additional am- 
plifiers or mixers. 

Amplifier may be powered from 
24-volt battery or A.C. power, ad- 
vantageous for field use. The entire 
unit requires less than 30 watts, 
and weighs 29 Ibs. It is available 
either portable or rack mounted 
in 16-17% or 35mm. Ge 


* 


_ §.0.S. Announces New Line 


of Magnetic Sound Editors 

vy The S.O.S. Cinema Supply Cor- 
poration has announced a new line 
of 16mm double magnetic sound 
editors, the Magniola and the De- 
Luxe Magniola, which offer the 
following features: Three by four 
inch picture, built-in cue marker, 


frame and footage counters, two- 
gang synchronizer with magnetic 
soundhead, and amplifier and 
speaker unit. 

Sound is produced through a 
magnetic soundhead installed in 
the synchronizer. The amplifier and 
speaker unit can be located wher- 
ever it is convenient for the oper- 
ator. 

The synchronizer has a hobbed, 
oversized 40-frame sprocket which 
advances a linear foot of film every 
revolution. Automatic adjustment 
is made for shrunken or unshrunk- 
en film stock. Fingertip release lifts 
permit each track to be handled 
individually, without disruption of 
synchronization. Entire operation 
is scratch free. The complete Mag- 


niola 16mm double system editor | 


is $450. 

The DeLuxe Magniola for single 
system editing with magnetic 
soundtrack has two magnetic 
heads—one for single system and 
both for double system sound. The 
DeLuxe Magniola is $520. 

Both Magniolas can be seen at 
either of the S.0.S. showrooms in 
New York and Hollywood. Bro- 
chures are available on request 
from S.O.S., 602 West 52nd Street, 
New York. 


* ok 


Strong, Liteweight Tripods 
Announced by Quick-Set, Inc. 
vr A new line of industrial tripods, 
described as affording strong, rigid, 
light-weight support for large cam- 
eras, have been announced by 
Quick-Sei, Inc., Skokie, Illinois. 

Made from aluminum alloys, 
the new units are said to operate 
throughout a wide range of tem- 
perature and humidity. Elevator, 
pan heads and other accessories 
are designed as separate units that 
may be integrated with the tri- 
pod—so that complete support for 
a particular job need include only 
the units required for the job. 

Pan heads have anti-friction 
bearings on both horizontal and 
vertical axes, and are provided 
with brakes, gradually adjustable 
from any degree to complete im- 
mobility. 

Two tripod sizes are available 
and four pan heads for various 
applications, plus a dolly for mo- 
tion picture work. A folder con- 
taining complete descriptions and 
specifications may be had by writ- 
ing Quick-Set, Inc., 8121 North 
Central Park Ave., Skokie, Illinois. 
(MORE NEW PRODUCTS ON P. 53) 


VISUAL AIDS 


MOTION 
PICTURES 


SLIDE 
FILMS 


SEYMOUR 

ZWEIBEL 

PRODUCTIONS 
Inc. 


11 EAST 44th STREET 
NEW YORK 17, N.Y. 
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For 16mm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only 
original 
Fiberbilt 

Cases 


PROFESSIONAL 


TITLE Typographers 


Hot-press Crafismen 


SINCE 1938 
Write for FREE type chart 


ENIGHT TITLE SERVICE 


115 W. 23rd St. New York, N.Y. 
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| EMPIRE PHOTOSOUND 


| INCORPORATED 
i} Films for industry and television 


\ 1920 LYNDALE AVENUE SOUTH 

| MINNEAPOLIS 5, MINN. 


A Major Advance in Film Reel Construction 


PRECISION DIE-CAST ALUMINUM | 
HUB COMBINED WITH SPECIAL 
TEMPERED STEEL REELSIDES MAKES A 

TRULY PROFESSIONAL REEL. 

MUCH MORE STURDY — TRUER RUNNING 
COMPCO reels and cans are finished in scratch- 
resistant baked-on enamel. 

Be assured a lifetime of film protection with these 

extra quality products. 

Write for plete infor 


REELS AND CANS » 16 mm 400 ft. through 2000 ft. 


COMPCO corporation 
1800 NO. SPAULDING 

CHICAGO 47, ILLINOIS 

Menviacturers of 


Photograph« Equipment for Over A QUARTER of o CENTURY 
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New A-V Products 


Projection Positives From Negatives in 
Minutes Via Beseler Slide-O-Film System 


vx The Charles Beseler Company has developed 
a new product — Slide-O-Film — with special 
values for the industrial audio-visual user. 

The new film makes (1) b/w negatives from 
color slides, (2) projection positives from these 
b/w negatives (or Kodacolor negatives), and 
(3) b/w positive projection transparencies 
from any b/w negative. 

Film exposed by light (an ordinary projector 
can be used) and subjected to a heat source, 
is developed in 2 to 5 minutes without chemi- 
cals or darkroom. It is also useful for imme- 
diate preparation of b/w negatives from color 
slides, Polaroid transparencies and 8 or 16mm 
motion picture frames for excellent b/w prints 
or enlargements. 

Dimensional stability and resolution capa- 
bilities of Slide-O-Film makes it easily adapt- 
able to microfilm line copy work for obtaining 
permanent duplicates of documents and other 
legal material. Since it has no grain, low re- 
duction scales are possible. 

Because absence of a chemical process pre- 
sents fewer developing variations, the user can 
determine immediately if his exposure is “off.” 
He can then correct exposures without meeting 
disappointment or days of waiting for slides or 
negatives to be returned. Write Chas. Beseler 
Co., 228 S. 18th St., East Orange, N.J. ae 


* * 


New Stop Motion Motor for Cine-Kodak 
Special Announced by Camera Equipment Co. 


vy A new CECO Stop Motion motor for the 
Cine-Kodak Special has been announced by 
Camera Equipment Co., Inc., New York. De- 
signed and engineered to fit the Special, motor 
is equipped for 110 volt AC synchronous oper- 
ation. It has a one-half second exposure, can 
operate on both forward and reverse speeds. 
Unit comes equipped with a frame counter. 
New mounting design makes camera mounting 
simple and unit is protected in sturdy metal 
case with grey crackle finish. Vy 
* ¥* * 


Da-Lite’s New Translucent Screen Material 


vy An improved translucent material is being 
used in fabrication of new rear-projection 
screens by the Da-Lite Screen Company, War- 
saw, Indiana. Advanced type material requires 
no darkening shades, using projected light to 
maximum advantage in average room lighting. 

New screens have one surface matte, the 
other glossy, enabling projection under all types 
of lighting condition and are said to provide 
good color and contrast with excellent viewing 
angles and fewer problems with hot spots. 
Screens may be folded or rolled and will still 
provide smooth picture surface. Write Da-Lite 
Screen Co., Warsaw, Indiana for sample or 
illustrated literature. 

* 


NEED SPECIAL SERVICE OR EQUIPMENT? Write 
the Reader’s Service Bureau, Business Screen, 
7064 Sheridan Road, Chicago 26 for a helping 
hand. 


| 
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Send 
Your Film 
To The 
Complete 16MM 
Service 
Laboratory 


Unsurpassed for... 


SPEED 


QUALITY 


Personalized 
SERVICE 


MOTION PICTURE LABORATORIES, INC 
Phone WHitehall 8- 
781 S. Main Street 


The Master Craftsmanship 
Your ray Deserves 


SALESMEN GET IN 
STORY GETS TOLD.. 


16mm Sound 
Projector 

* Film Safety Trips 

® Easiest to Use 

* Lowest in Cost 

® Lightest in Weight 

50,000 Users 
Can't Be Wrong 

® Lifetime Guarantee 


Your Salesmen’s Pal 
Your customer enjoys a 


th 


on 
his desk, | Sets up easily & 

. in three minutes or 
less. You're in with your 
story — You're out 
with a sale. 


Ideal for large 
screen projec- 
tion too. 


Complete with 
screen.... $349.50 


Write for Free Catalog 


1245 Chicago Ave., Evanston, Ill. 
Phone: Davis 8-7070 
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EASTERN STATES 


e MASSACHUSETTS e 
Cinema, Inc., 234 Clarendon St., 
Boston 16. 
e NEW JERSEY e 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


e NEW YORK e 


Association Films, Inc., 347 Mad- 
ison, New York 17. 


Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 


Crawford, Immig and Landis, 
Inc., 200 Fourth Avenue, New 
York 3, New York. 


The Jam Handy Organization, 
1775 Broadway, New York 19 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Training Films, Inc., 150 West 
54th St., New York 19. 


Visual Sciences, 599BS Suffern. 


e PENNSYLVANIA e 
Appel Visual Service, Inc., 927 
Penn Avenue, Pittsburgh 22. 


J. P. Lilley & Son, 928 N. 8rd St., 
Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 01438. 

e WEST VIRGINIA e 
B. S. Simpson, 818 Virginia St., 


W., Charleston 2, Dickens 6- 
6731. 


SOUTHERN STATES 


e FLORIDA e« 


Norman Laboratories & Studio, 
Arlington Suburb, P.O. Box 
8598, Jacksonville 11. 


e GEORGIA e 


Colonial Films, 7! Walton St., 
N. W., Alpine 5378, Atlanta. 


e LOUISIANA e 


Stanley Projection Company, | 117 
Bolton Ave., Alexandria. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 12. 
Phone: RA 9061. 

e MARYLAND e 
Stark-Films (Since 1920), Howard 
and Centre Sts., Baltimore 1. 

LE. 9-3391. 
e MISSISSIPPI e 

Herschel Smith Company, 119 
Roach St., Jackson 110. 

e TENNESSEE e 


Southern Visual Films, 687 Shrine 
Bldg., Memphis, 


_MIDWESTERN STATES 


e ILLINOIS e 


American Film Registry, 1018 So. 
Wabash Ave., Chicago 5. 


Association Films, Inc., 561 Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 
I. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


e MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
ll. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


e OHIO e 


Academy Film Service, Inc., 
2110 Payne Ave., Cleveland 
14, 


Films Unlimited Productions, 137 
Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Dualified audio-visual dealers are 
isted in this Directory at $1.00 per 
line per issue on annual basis only. 


— 


NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 

Twvman Films, Inc., 400 West 
First Street, Dayton. 


M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


e CALIFORNIA e 


LOS ANGELES AREA 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 
28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, Hol- 
lvwood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 
Ralke Company, Inc. A-V Center, 
849 N. Highland Ave., Los 

Angeles 28. HO. 4-1148. 

S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 57. 


SAN FRANCISCO AREA 


Association Films, Inc., 799 
Stevenson St., San Francisco. 
Photo & Sound Company, 116 
Natoma St., San Francisco 5. 
Westcoast Films, 350 Battery St.. 

San Francisco 11. 


e COLORADO e 


Audio-Visual Center, 28 E. Ninth 
Ave., Denver 3. 

Davis Audio Visual Company, 
2023 E. Collax Ave., Denver 6, 
Colorado. 


e OREGON e 


Moore’s Motion Picture Service, 
1201 S. W. Morrison, Portland 
5, Oregon. 


e TEXAS e 


Association Films, Inc., 1108 Jack- 
son Street, Dallas 2. 


e UTAH e 


Deseret Book Company, Box 958, 
Salt Lake City 10. 


Burke & James Offers New 
Auto-Tera Sequence Camera 
ve Burke & James, Inc., Chicago, 
has been appointed exclusive U.S. 
distributor of the new Auto-Tera 
IIB 35mm. sequence camera. 
The Auto-Tera camera has a 
power film drive operated by a 


| 
| 
| 


built-in spring motor, which per- 
mits the making of 12 sequence 
shots (1”’x1¥%2’”) in five seconds. 
The camera also may be used for 
conventional one-at-a-time pic- 


tures. 


| 


Other features include built-in 
coupled rangefinder; life-size view 
finder; f/2.8 lens in MFX flash- 
synchro shutter with speeds of 1 
to 1/500 second. Lens and shutter 
are mounted in a precision helical 
focusing mount. Shutter release 

_ and film drive buttons are oversize 
for easy operation and built into 
_ the camera body. 

List price of the Auto-Tera IIB 
is $99.50; leather carrying case is 
$9.50. 

* * 
| New 16/35mm Film Processor 
_ Is Introduced by Hi-Speed 
vy Hi-Speed Equipment, Inc., 
| Waltham, Mass., has recently in- 
_ troduced a new model 16/35mm 
_ black-and-white film processor 
_ which is operated in daylight. The 
unit operates at 65 ft. per minute 
negative and 130 ft. per minute 
_ positive, with guaranteed gamma 
| curves. 
| Processing is done by open 
| sprays. An easy access impinge- 
_ ment dryer provides a full view of 
the drying operation. The equip- 
_ ment is modular designed, 12 ft. 
_ long, 2% ft. wide and 6 ft. high. 

All accessories are built in, with 
simple connections to water, power 
and drain providing quick set-up 

and operation. Additional infor- 
mation and prices are available on 
| request. 


SOUND RECORDING 


at a reasonable cost 


| High fidelity 16 or 35. Quality 

| guaranteed. Complete studio and 

| laboratory services. Color printing 
and lacquer coating. 


| ESCAR 
Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 
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( MAKE ro NEXT BIG MEETING | Van Praag's Peel-Away Sets: 


(CONTINUED FROM PAGE THIRTY-FIVE) 
shoot fast, and keep the set construction costs 
from bean-stalking out of sight. 

State Farm wanted the sets to look like real 
homes—with a feeling of depth and spacious- 
ness. Usually, space equals money on a sound 
stage, but here is the solution that Van Praag 
came up with—six “peel-away” sets, designed 
by William Shriner, and constructed on one 
stage, measuring 40 ft. by 40 ft. 


MILLION FEET 


OF STOCK FOOTAGE 
» TO CHOOSE FROM 


| Spacious Effect Given on Screen 
| Though this sounds awfully crowded—and 


| it was crowded—the films give an effect as if Available for all motion picture and tele- 
| shot on a stage as big as a football field. The 
the living vision uses — the combined stock shot 
4 libraries of NBC TELEVISION FILMS 
example, and looks beyond into the dining 
" and THE MARCH OF TIME—more than 


room. This was accomplished by starting with 
the camera practically off-stage and in a hall- 
way and looking through the nest of sets. After 
each spot was completed, the “peel-away” set 
was moved off and shooting continued with 
the camera moving forward. 


30 million feet as film, minutely indexed 


WITH GIANT COLORFUL IMAGES 
PROJECTED THROUGH A TRANS- 
: LUCENT SCREEN AND CHANGED 
3 AT WILL BY REMOTE CONTROL 

WITH THE NEW GENARCO 3,000 


7 Working with the Van Praag crew during ip r 
" WATT SLIDE PROJECTOR WITH THE _ production were Mo Kinnan, agency produc- 
4 ELECTRIC SLIDE CHANGER:FOR 70 | tion supervisor for Needham, Louis & Brorby, wy 


ject; we! Whave it! Call Moran at.. 


SLIDES. GET ILLUSTRATED and C. B. “Chuck” Foote, of State Farm. Mr. 
LITERATURE BY = . Kinnan said that with this kind of ingenuity 
RETURN MAIL nay ty : going for them they were getting top quality 

a for a reasonable price. Shooting of all seven 
spots was completed in four days. 


Add These Production Credits . 


In addition to set designer Bill Shriner, the 
“star” of the series, other credits for the un- 


FILM LIBRARY 


780 
New York 19, N. 


’ usual “peel-away” production go to Ralph 
_G E NARCO INC. Porter, director; Walter Holcombe, cameraman; 
97-08 SUTPHIN BLVD. JAMAICA. N. Y and Daniel Karoff, production manager. 
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A Message for the Film Buyer 


A D EF 5 N. A T/ 0 N attending their invention 
eee 


and manufacture. 
and that is why, even though we now produce _ Those things called dear are, 
the finest titles in the country, we constantly — when justly estimated, Used W ooh Wide By 
strive to improve our product . . . to add new the cheapest; 


. they are attended with 
equipment .. . new processes . . . to always to thas 


RUSKIN 


Discriminating Cameramen 


Cinekad Synchronous Motor 


prove The Knight Way is the Right Way.” Drive for 16mm Projectors 
E jally designed to drive all Bell & Howell, 

KN IG HT STU D i Oo body calls cheap ater 
Beautiful forms and compositions at synchronous speed. 


159 East Chicago Avenue, Chicago 11, Illinois 


are not made by chance can to page 
: Mot i i etached at any time in 
made the flexible shaft which connects motor with pro- 
be at small a ae wil permits smooth, quiet and steady opera- 
Use the Business Screen Bookshelf A composition for cheapness tion. No special technical knowledge required for 
vy Want a film reference book? All the | and not for excellence of workmanship mascon ninlagcnigic 
latest reference volumes are available at is the most frequent CINEKAD ENGINEERING CO. 
economical cost from the Business Screen and certain cause 763 Tenth Ave. New York 19, N. Y. 
Bookshelf Department. Write 7064 Sheri- of the rapid decay Plaza 7-3511 


dan Road, Chicago 26, for a convenient 


; ; | and entire destruction | Send for free folder of illustrated Motion Pic- 
up-to-date order list by return mail. & | 


of arts and manufacture ture and A-V equipment mfrd. by Cinekad. 
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Quality Lil 


FILM SHIPPING CASES 


Best quality domestic fibre 
Heavy steel corners for 
added protection 

Durable 1” web straps 
Large address card holder 
with positive retainer spring 
Telescopic construction 
allows additional capacity 


Write direct to manufacturer 
for catalog. 


WM. SCHUESSLER 
361 W. SUPERIOR ST. 
CHICAGO 10, ILLINOIS 


FOR BETTER FILM SHOWINGS 


The Audio-Visual 
Projectionist’s Handbook 


Here’s a graphic, colorfully illustrated 
basic guide to operation and projection 
of all 16mm showings. Step-by-step sim- 
ple lessons on preparation and handling 
the show, room arrangement, projector 
care and maintenance. 

The widely-used Projectionist’s Hand- 
book contains threading diagrams of 
16mm projectors and other a-v equipment 
most widely used today. Plastic bound 


and printed in color with heavy cover. 


$1.00 the copy 
Special discount on quantity orders 


write or wire 


BUSINESS SCREEN MAGAZINE 
7064 Sheridan Road + Chicago 26 
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The Off-Screen Voice: 


(CONTINUED FROM PAGE EIGHTEEN ) 


with earlier plans to make videotape a part of 
the Transfilm operation,” he added. 

Buckeye is a manufacturer of automatic 
feeding equipment for poultry and livestock. 
* *” 

General Film Laboratories Sets Up a 
Producer's Service Center in Kansas City 


vy Appointing Neal Keehn as regional vice- 
president in charge of the new facility, General 
Film Laboratories Corporation, a subsidiary of 
Pacific Industries, Inc., has announced that it 
is establishing a producer’s service center in 
Kansas City, Mo. 

In making the announcement, General Film 
Labs president G. Carleton Hunt noted that 
Keehn will also supervise all central United 
States sales operations for the Hollywood-based 
film processing firm. The new General v.p. was 
formerly vice-president of the Calvin Company, 
Kansas City and director of its widely-attended 
Workshops since their inception in 1947. & 

* * 
Art Weitzel, Director of Photography at 
Firestone, Going Strong in His 41st Year 


vy Another pioneer who can truly say “I knew 
him when” of many of the business film leaders 
is Firestone’s Art Weitzel, who has handled 
motion picture activities in that company for 
nearly 41 years. 

As Director of Photography for the major 
rubber concern, Mr. Weitzel has worked with 
practically all studios from coast-to-coast. He’s 
an avid BUSINESS SCREEN reader, a recent let- 
ter informs us, and says our recent 9th Annual 
Production Review brought back wonderful 
memories of past associations throughout the 
field he has served with distinction for over 
four decades. We 

* 
U.S. Steel to Preview “Plan for Learning” 
Designed to Meet Community School Needs 


vx A new 30-minute color film, Plan for Learn- 
ing, will be previewed in mid-April by the 
United States Steel Corporation. Designed pri- 
marily as an aid to communities which are in 
the throes of needing new schools, it will be 
nationally released. 

Picture tells the story of how a new school 
came to be in fictional “Elmsville” and relates 
(with answers) most of the problems and ques- 
tions which beset the town on this particularly 
rocky road. a 

* * 
Is Videotape Really “Live” Medium 
Or Are Film Producers Playing Dead? 


vey WE HAVE WATCHED a growing trend 
among the TV critic fraternity to heap praise 
on the tape output of the “live” camera, and to 
scorn the film. John Crosby, for example: 
“Since it was on tape, it looked fine . . . You 
get the flavor of a Hawaiian beach far more 
accurately on a tape show done with live cam- 
eras than you would with film...” 

Well, we wonder what these comments really 
mean. That the pictorial quality and fidelity 
of the taped image on the tube is superior to 
the broadcast image of 35mm film? We doubt 


New president of the University of Minne- 
sota Alumni Club, Chicago, is Jack Rhein- 
strom (right) Wilding v.p. in charge sales. 
Extending kudos (I. to r.) are Jack Manders, 
Minnesota and Chicago Bears star; guest 
speaker Harry Stuhldreher and retiring 

club president, Les Welch. 

it very much. Tape is just fine, but we’ve never 
yet seen a taped picture with as good an image 
as either a film freshly made for TV output, 
or a real live show. 

We think it isn’t the image itself the critics 
are talking about, but the technique of taping 
vs filming. Tape, so often, does seem fresh and 
“live” even when it’s fuzzy, and film can be 
awfully rigid and dead, though stunningly sharp. 

We've watched tape production, and it 
seemed to us that everyone concerned seemed 
to have the feeling they were communicating 
directly with the audience. Even when scenes 
were re-shot each take seemed to be it. This 
was real. We've also watched with horror the 
glazed eyes of actors as a film TV spot as- 
sistant director yelled “Take 57.” No commu- 
nication here—just zombies going through the 
paces. 

Perhaps it is time film producers re-examined 
their methods. Why does each scene have to 
be so all-fired perfect to the sacrifice of all 
spontaneity? Who cares? If it doesn’t re- 
create reality in the viewer’s mind, or what 
merit is the perfection? Watch that sunny 
beach scene—enough fill-in lights, reflectors 
and other paraphernalia to light a factory, and 
the picture is a complete phony—audiences 
know it. Look at this pretty refinery—all silver 
and blue. The crew twiddled their thumbs for 
three days for the sun to be j-u-s-t right to get 
that shot. A pretty picture postcard. Who 
cares? 

There is an analogy to be made. Look back 
at the picture magazines and the advertising 
photography of a few decades back. Pretty 
stilted stuff—everyone looking all set and 
rigid. Great technical shots, but no life. Then, 
thumb through a recent LiFe or Look — or 
Vocue. See how miniature cameras and the 
art directors’ and picture editors’ requirements 
of life and movement have revolutionized 
photography. 

We'll bet that any skilled film cameraman 
can go onto any Hawaiian beach and get a 
better picture than Crosby’s “live” camera and 
tape. But he won't if he goes out with his 
truckloads of gadgets, his phony “perfect” 
lighting, and no real desire to communicate 
with his audience. 


EASTMAN COLOR 


DEVELOPING 35MM (5248) COLOR NEGATIVE 
DEVELOPING 35MM (5253) AND 16MM (7253) INTERMEDIATES 
35MM ADDITIVE COLOR PRINTING 

16MM CONTACT AND REDUCTION ADDITIVE COLOR PRINTING 
INTERNEGATIVES 16MM (7270) FROM 16MM KODACHROMES 
BLOW-UPS FROM 16MM KODACHROME TO 35MM COLOR 
KODACHROME SCENE TO SCENE COLOR BALANCED PRINTING 
35MM COLOR FILM STRIP PRINTING 


Famed conductor Charles Munch and the 
Boston Symphony Orchestra are featured in 
“The Sound and the Story” produced for RCA-Victor. 


Skilled technicians, fully experienced through years of 


working together to produce brilliant results, provide the 


kind of “teamwork” which helps to create fine films. 


Performing under the guiding hand of the director and 
fortified by all the tools which only a complete motion 
picture organization can furnish—with unit control 
from script to screen—you get both efficiency and economy 
in motion pictures for every purpose. 


For the kind of “unison” your picture deserves, cal/— 


Dramatizations Visualizations Presentations Motion Pictures Slidefilms Training Assistance 
NEW YORK 19 HOLLYWOOD 28 DETROIT 131 PITTSBURGH e DAYTON CHICAGO 
JUdson 2-4060 HOllywood 3-2321 TRinity 5-2450 ZEnith 0143 ENterprise 6289 STate 2-675 
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